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National Writers’ Club | 
editors to give more infor-| 

to aspiring authors on 
ejection slips. Like the girl} 
old her admiring swain, | 


‘ive reasons, man, give reasons.” | 


yvvy 


e Creek, its newspapers | 


the best known city of its 

the world. Another well- 
wn smaller community, whose 
.e also has a martial ring, is 

Nev. 

yvwyY 

Lifes little inconsistencies: 
en the girls. all wore stock- 


they selected shades to make 

egs look bare. Now they’re 

baré-legged, and are using 

keup to imitate the appear- 
e of stockings. 


v v ¥ 
me of Macfadden Women’s} 
ip’s young housewives admits | 
her dearest postwar desire is | 
iss shower for her husband. 
that kind of audience, it 


uld be equipped with sound. 


v v 


foe Hildreth is the new presi- 
t of the Chilton Company, and 
w you will be hearing from a 
of the young old-timers who 
1 brag, “Why, I knew Joe when 
sold me space in Motor Age.” 


v 


v 


or 


v 


Scholl’s foot comfort week 
celebrated recently for the 
consecutive time. With the 
cooperation of designers of 
nen’s shoes and the gals them- 


v 


1 yeCaeren 


Dr. 
'S 


h 


‘ 


es, the prospects are good for 
ther 29. 

yer 
The Aeronautical Chamber of 
mmerce estimates the cost of 


ating a plane in the style to 
*h it has been accustomed at 
1000 for 200 hours of flying 
ch should be enough to put al- 

any aviator up in the air. 


yvvy 
QT pie crust is a new product 
being given an advertising 

st. With Bisquick and QT to 
back on, Rough Proofs ad- 

es any girl now contemplating 
atrimony to go right ahead. 
vwey? | 

Electron, the Newsletter of| 
tronics and Television,” is 


owing a well-beaten path in its 
nned format, but it could really 
le its field by distribution via 
mile, 


* 


7, © *F 


J. Jones, now general sales 
wer of Clean Home Products, 
h is said to make “moth prod- 
” should remind his salesman 
e first opportunity that every- 
loves a mother. 


* + * 
classified advertiser in Ap-| 
IsSING AGE is looking for an| 
t who can draw a Ripley-| 

newspaper cartoon in his 
> time. If he turns up, Ripley 
have ahother subject for his| 


‘ve-It-or-Not. 


= FF 


well known drug merchan- 
warns druggists not to allow 


lrug store trade to be “milked 
1ion-drug outlets.” Then he 
es them to feature toys,| 
s and children’s books, which 
course a cow of a different 
vy,veyY 

pped Rates Don’t Affect Ad 
me, Ad Managers Say.”—}| 
line in ADVERTISING AGE. 
ybe it’s a phenomenon of the| 
s profits tax era. | 
Copy Cus. | 


JOGS BUYERS —This 
poster, 
ings Committee, 

further efforts in war savings. 


new British 
released by the National Sav- 
stresses the need for 


RCA Returns 
to Magazines 
After Four Months 


Camden, N. J., July 5.—After a 
four-month absence, RCA Victor 
division of Radio Corporation of 
America is returning to magazine 
pages with a series of full-page 
advertisements promoting radio- 
phonographs. 

The campaign is scheduled 
run until the end of the year 
Collier’s, Country Gentleman, 
Farm Journal & Farmer’s Wife, 
Harper’s Bazaar, Life, Look, and 
The Saturday Evening Post. 

Concurrently, a special cam- 
paign in Time will advertise RCA 
progr and postwar plans in 
television. 

The advertisements all empha- 
size the contribution RCA has 
made to radio and television and 
imply that the postwar RCA sets 
will be the best on the market. 
First insertion is captioned: 
‘There’s something in heredity.” 
Copy compares the breeding of 
Kentucky Derby winning horse 
with the research and engineering 
which contribute to any radio’s 
performance. 


to 


“ess 


JWT Prepares Copy 


After the opener, the advertise- 
ment says: “Can you think of 
any better engineering background 
in the radio field than that of the 
Radio Corporation of America? 


| Can you think of any name in the 


field of recorded music equal to 
Victor? Can you imagine what 
the combination of those two 
names will mean to you in radio 
satisfaction as soon as sets are 
available?” 

J. Walter Thompson 
which takes over the account Jan. 
1, 1946, prepared the copy, which 
was placed through Ruthrauff & 
Ryan, currently handling the ac- 
count. 


El Paso, Ill.... 


takes care of its vets. 
See ‘Postwar Planning,’ 


Company, 


Page 26. Other features: 
Ad-libbing 12 
Business Paper Figures. . 48 
Editorials 12 
Feature Page 37 


Getting Personal 


Information for Advertisers 12 
In Washington 52 
Photographic Review 59 
Private Lines 42 


Rough Proofs | 
Voice of the Advertiser 


|} were 


in | 


Circulations Drop 
to 10° of Normal 
and Ads Disappear 


New York, July 5.—As it en- 
tered its fifth day, the strike called 
by the Newspaper and Mail De- 
liverers Union seemed no nearer 
solution and New Yorkers strug- 
gled along as best they could to 
find copies of their favorite news- 
oe which, with one exception, 
had disappeared from new —. 

Fourteen newspapers. with 
combined circulation of 5,000, 000 | 
affected, the lone exception 
being PM, which has a separate 
agreement with the union. Of the 
14, only the New York Post and 


the Bronx Home News, owned by | day 


Strike Halts Delivery 
of 14 New York Papers 


| 


| 


Ford Launches Bid 
for Supremacy in 
Low-Price Field 


Newspapers and 
Magazines Get 5% 
“Rebate on Paper 


First Relaxation 
Granted in Orders 
Restricting Usage 


Washington, July 5.—Without 
fanfare, WPB today granted a 5% 
|increase in book paper used by 


First '46 Models 

Produced; Big Ad 

Volume Forecast 
Detroit, July 3.—With resump- 


tion of automobile production to-| 
by the Ford Motor Company, 


the same management, were not | notice was served on other car 
‘ : ; 

printed, the rest being ot ag in| Makers that the first round has 

varying degrees over the counter|>esun in what promises to be the 


at the offices. 


Ad Contracts Canceled 


Advertising, both display and| 
classified, had to all intents and 
purposes disappeared from the 


papers, with most of them cancel- 
ing contracts. The only bright 
spot in this picture is the fact that 
all the papers are saving on their 
newsprint quotas and will be able 
to pick up the revenue in the 
future, since most of them have 
rationed space anyway. 

When the strike will be settled 


is a moot point with some opti- 
mists predicting an end by Sun- 
day, July 8. Most of the trade, 
however, expressed an “I wish I 
knew” attitude. 
Started June 30 
The strike began officially at 


midnight June 30 when the union 
and the New York Publishers As- 
sociation failed to agree on de- 
mands for wage increases of $5 a 
week more than the present $49.67 
time and one-half, instead of 
straight time for Sunday and holi- 
day work; two-week paid va- 
cations; severance pay and sick 
leave, and establishment of a wel- 
fare fund for union members to 
be financed by an assessment of 
(Continued on Page 54) 


| most 


| 


battle for sales su- 
in the industry’s history. 
aim to regain its former 
leadership in the low-price 


bitter 
premacy 

Ford’s 
sales 


auto field was reiterated today, 
this time by J. R. Davis, director 
of sales and advertising, as the 


first car rolled off the Rouge Plant 
final assembly line. Concerning 
the job ahead, Mr. Davis said: 

“In general, it involves nation- 
wide expansion and development 
of the sales department, modern- 
izing and streamlining of the en- 
gineering and styling departments, 
more intensive and extensive ad- 
vertising coverage, improvement 
of production methods and closer 
coordination of all.” 


Big Ad Volume Seen 


Although it 
guesswork now 
gauge the volume 


would be pure 
to attempt to 
in which com- 


petition for the No. 1 auto sales 
position will be carried to con- 
sumers in the form of newspaper, 


magazine, radio and outdoor ad- 
vertising, many here expect the 


industrywide ad outlay to hit lev- 
els in the near future substantially 
exceeding immediate prewar ex- 
penditures, 
The Ford challenge to all com- 
ers has been strengthened, com- 
(Continued on Page 57) 


Last Minute News Flashes 


Lear Show on American to Star Orson Welles 


Piqua, O., July 6.—Lear, Inc., 
American Broadcasting Company 
program starring Orson Welles. 
will promote Lear 
now being made. 


f 


Starting date is not set, 
radios for which national merchandising plans are 
Agency is Arthur Kudne 


has ordered the full network of the 


or a Sunday 1:15-1:30 p. m. EWT, 


but the series 


r, Inc., New York. 


Airlines Ad Announces Transport Service to Europe 


New York, 


lines, with 


July 6.—American 
authorization 


Airlines 
announced 


Air- 
Aeronautics 


and 
today by 


American Export 
the Civil 


30ard for postwar air transport service to Europe, have collaborated on 


ad, 
New York, 
Inc., 


a one-time announcement 
Ruthrauff & Ryan, 
and Western Aijir, 
CAI 


released to 

prepared 
Kansas City, 
3, has not announced special advertising plans a 


52 in 15 cities 
the Transcontinental 


also awarded European routes 


newspapers 
copy 
by 
yet 


Royal Using Radio and Newspapers for Lion Cigarets 

New York, July 6 toyal Tobacco Corporation, through Lawrence 
C. Gumbinner Advertising Agency, New York, starts quarter-hour 
new sts on July 9, heard five times weekly on WHN, and thrice 
week rs on WABC, New York stations, and is planning a newspaper 
campaign, all promoting Lion cigarets 


Frank Morr Joins McJunkin Advertising Company 


| Chicago, July 6.—Frank F. Morr, formerly executive vice-president 
and general sales manager of Dawe’s Products Company, manufac- 
turer of vitamin A stag has joined McJunkin Advertising Company 
as an account execut! He will continue his associat th Dawe’ 
servicing special accounts to be handled by a new department. 


magazine and book publishers and 
commercial printers during the 
current calendar quarter, and a 
“one notch” relaxation of the slid- 
ing scale of newsprint curtailment. 

[Relaxation of paper restrictions 


|for the third quarter was forecast 


Washington dis- 
columns June 18. 
The amounts of the newspaper 
and magazine relaxations, now 
official, were forecast exactly. | 

The loosening of paper restric- 
tions, the first since the orders 
went into effect Jan. 1, 1943, was 
accompanied by a promise that 
“in the general interest of the 
public and particularly in the in- 
terest of maintaining full employ- 
ment, all paper users Will be per- 
mitted hereafter to increase their 
paper consumption in proportion 


exclusive 
in these 


in an 
patch 


'to increased supplies of any types 


of paper that may become avail- 
able for civilian use.” 
Situation Still Critical 
In nnouncing the change in 
paper’ quotas, WPB explained that 
the over-all paper situation re- 


mains critical, but increased quan- 
tities of “white pulps” have per- 


mitted a greater output of paper 
by mills that cannot manufacture 
V-boxes, ammunition containers, 


multi-wall shipping sacks, water- 
proof wrapping paper and simi- 
lar military items. 


Asserting that shortages of items 
made from kraft or brown wood- 
pulp are more acute than ever, 
the announcement emphasized 
that failure to maintain waste 
paper collections at the 660,000 
tons per month level “will defi- 
nitely interfere with the progress 
of war against Japan.” 


Pulp Supplies Increasing 


The announcement made no 
mention of shipments of Swedish 
pulp, but earlier WPB had re- 


ported that Canadian pulpwood 
available to the United States dur- 


ing 1945 would total 1,900,000 
cords, an increase of 550,000 cords 
over the base quota, and an in- 
crease of 295,000 cords over 1944 
shipments. 

Total pulpwood receipts of 
United States mills during May 
were 13% above May, 1944, WPB 
said. 

Effective July 1, WPB uid, 
magazine order L-244, book order 
L-245 and commercial printing 
order L-241 were amended to fix 
paper use quotas at approximat tely 
80% of 1942 base period usage, 
compared with 75% in force since 
January, 1944. The one-notch re- 
laxation for newspapers, dé med 
to add approximately 38,500 t 
of paper to third quart I 
tion, represented a con e 
enent 

Large Users Benefit 
Under the newspapers’ sliding 
r the “bonu i 
vith large f 

are. The nev ( 
cut fr I t for 
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tons. 
24%. 

The 5% third period bonus will 
extend to greeting cards, adver- 
tising displays and government 
printing as well as to the users 
enumerated above, WPB said in 
announcing that quotas for L-289, 
L-294 and L-340 had also 
set at 80% of the base period. 

Delivery restrictions effective on 
magazines and book publishers 
and commercial printers during 
the second quarter were also eased, 
but inventories will be curtailed. 
Newspaper publishers in the 
northern and eastern sections of 
the United States will be held to 
30 days’ inventory, and those in 
the South and West to 50 days. 

Newcomers Get Break 

All orders were adjusted to 
liberalize initial quotas for vet- 
erans and newcomers. Newcomers 
may establish quotas of five tons 
per quarter under the magazine 
and commercial printing orders 
and 10 tons for the second half 
of 1945 under the book order, by 
registering with WPB. Two tons 


The cut over 1,000 has been 


per quarter will be allowed to 
newcomers in the greeting card 
line. 


Exemption of small newsprint | 


been | 


consumers has_ been increased 
from one and one-quarter tons to 
five tons per quarter for news- 
papers published weekly or at less 
frequent intervals. 


Krug Analyzes 
Pulliam’‘s Plan 
to Ease Newsprint 


Washington, July 5.—‘‘Every ef- 


fort is being made to increase 
pulpwood supply and it is ex- 
pected that considerable relief 


will result for newspapers by the 
end of 1945,” J. A. Krug, War 
Production Board chairman, told 
Rep. Louis Ludlow last week in 
a letter which commented upon 
the seven-point proposal of Eugene 
C. Pulliam, editor of the Indian- 
apolis Star, for relieving the news- 
print shortage (AA, June 18). Mr. 
Krug made his reply in the form 
of a point-by-point analysis of the 
plan. 

Point one called for insistence 
that Swedish pulp, almost a mil- 


lion tons of it, be shipped to Eng- 
land, Holland or France, or sent! 
direct to this country and Canada, | 


Mr. Krug reported that WPB has| 
already insisted that this be done 
to the “maximum” extent, and 
has requested the United Maritime 
Authority to assign adequate ship-| 
ping for this purpose. According | 
to an analysis of the combined | 
pulp and paper working group, he 
added, “an adequate supply of | 
pulp, over and above the needs of 
the liberated countries, will be| 
available to meet the requirements | 
of the United States during the} 
12-month period following July 1, 
1945, assuming shipping is avail- 
able.” Mr. Krug pointed out that 
Canada, not a purchaser of wood 
pulp, has mills which for “physical 
and economic reasons” cannot con- 
sume imported wood pulp for the 
manufacture of newsprint. 


Small Amount to U. S. 


Regarding point two, that ap- 
proximately 30% of U. S. and 
Canadian newsprint production 
now going to the armed forces 
should be stopped or drastically 
curtailed, with Sweden and Fin-| 
land furnishing the required pulp, | 
Mr. Krug declared that only about | 
3% (for the second quarter of | 
1945) of the North American | 
newsprint supply (as distinguished | 


from other paper products) is as- 
signed to all government agencies 
for use both at home and 
seas. Of this, one-third is for 
overseas shipment, he said, with 
the remaining two-thirds con- 
sumed by other government agen- 
cies, including the printing of the 
“Federal Register’ and the “Con- 
gressional Record.” 

On point three, that mine clear- 
ance in Norwegian shipping lanes 
be accelerated, Mr. Krug said that 


the channels should be cleared 
within the next two or three 
weeks. 


Regarding point four, that OPA 
and WPB should cooperate in in- 
creasing pulp and newsprint ship- 
ments from Canada to the U. S., 
Mr. Krug declared that these 
agencies have cooperated to the 
“fullest possible extent with the 
Canadian government.” 


POW Aid Not Wanted 


On point five, that 25,000 addi- 
tional prisoners of war should be 
transferred to Maine and the 


Northwest to cut timber for pulp | 


for the next 90 days, Mr. Krug 
said that the pulpwood industry in 
that region has advised WPB that 
“it has now reached the satura- 


EACH WEEK, Monday through Friday, at 6:45 P.M., 


KDKA presents the news-commentary of Lowell 


Thomas. On Saturdays, at the same hour, an- 


other Thomas.. 


Bill.. takes up the torch and 


the cosmos is appraised with a Main Street slant. 


Bill Thomas is editor of the Clearfield, Pa., 


“Progress.” 


world-events on KDKA is aptly styled: 


Main Street 


Editor Looks 


His Saturday evening summary of 


"a 


at the News.” His 


homespun approach to the news is refreshing. 


The man 


PITTSBURGH 
50,000 WATTS 


in the street.. 


Avenue.. 


is edified and instructed. 


This weekly newscast of world-happenings, as 


seen through the eyes of a small-town editor, 


pleases urbanites, and strongly 


appeals to the 


millions of KDKA’s rural listeners. Tangible 


evidence of the wide popularity 


of Bill Thomas 


and his program turns up regularly in the mail. 


A one-time offer of a souvenir-copy of his news- 


paper brought 9,000 replies. 


More details gladly furnished. 


Check with 


(REPRESENTED NATIONALLY BY NBC SPOT SALES — EXCEPT KEX 


KEX REPRESENTED NATIONALLY 


Main Street or Fifth NBC Spot Sales. 
KEX © KYW © WBZ © WBZA «© WOWO + KDKA 
7. 


BY PAUL H. RAYMER CO.) 


Over= | 


WILL t. HORRY S48 


“You'd better 


get seared!” 


wotectue but P b 
| 
| Aue 
Prote ~ 
| Be sale, not sores... see sour base Db 
and SAVE THAT 


core saves weer can 


OMPANY OF NEW Jee 


| CAR SAVER — ‘Standard Oil C 
| New Jersey uses a new cartoon 
acter named Will U. Worry in a new 
paper series urging car care throug} 

Esso dealer service. 


>Nar 


| tion point in the use of prisone 
| of war.” 

| Point six called for release 
Canada of timber and pul 
processing in U. S. plants. 


| Krug cited figures which s} 


| that for the five-year period, 193)m 


| 39, an average of 2,286,000 ney 
| print tons was exported t 
U. S. as against a five-year ave 
| age for 1940-44 of 2,631,000. 
ports of wood pulp averaged 60 
000 for the former period 
against 1,104,000 tons in the 
five-year period, and exports 
pulpwood cords averaged 1 
000 tons for 1935-39 against 
730,000 tons for 1940-45, he 

Mr. Krug wrote he was in 
plete agreement with point s 
|that U. S. and Canadian rest 
tions on newsprint shipment 
American newspapers be rel 
even though some price read 
| ment might be necessary. I 
| highly questionable whether | 
adjustments on newsprint 
result in additional product 
he added, “since such addit 
production is entirely depe1 
upon increased supplies of 
wuod and cessation of overse 
shipments.” 


Heads N. Y. Publicity 


Herbert C. Campbell, forms 
city editor of the Albany Tin 


U 


Union, has been appointed 
torial director of New York 
publicity division of the 


merce department. 


National Union Appoint 


J. J. Clune, with National U1 
Radio Corporation, Newark, 
1930, most recently as head of ' 
war service department, has 
named sales manager of the 
pany’s distributor division in ; 
tion to his present duties. 


Elliott Rejoins RCA 


Joseph B. Elliott, vice-pres 
in charge of sales and advert 
of Schick, Inc., Stamford, C 
on July 16 will rejoin the 
Victor division of Radio Cor 
tion of America as general 
manager of the radio and pl 
graph division. 


Starting in July: “MATERIAL 
& METHODS” —new editoric 


section—mirrors new proc 


uct uses. 


Moral For You: Present you 
products in this panorama c 
tomorrow! Advertise in 


| PENCIL POINTS 
PROGRESSIVE ARCHITECTU 


Send for new book “‘10 FACTS” 
330 West 42nd St., N. Y. 18 
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Modern Industry 


kor all management men concerned with 


| Mauok “lable 


Selected from July 15th, 1945 


and marketing better products at lower cost. 


eleven areas of manage- 
ment foresight, detailed 
into 69 specifics. » » Unusual 
aspect of the study is that 
returns from all the manu- 
facturing industries as 
listed by the U. S. Census 
came to hand graded for 
size of operation as to large, 
medium and small com- 
panies—size determined by 
estimates of postwar per- 
sonnel. » » The study dug 


S 


making 


M! Survey In the welter of postwar 
studies which have been made to 

the extent of the spending 
SI to be unleashed it seemed to 
the staff editors of Modern Indus- 
try that a few important points 
never were dealt with. » » There was 


into, not alone planning 
phases, but brought answers on the | 
extent to which specific item budget- | 
ing and order placements had gone 
forward. » » The complete report has 
been whipped into a major article in | 
the July 15th issue by Arthur W. | 
Pearce, MI Economics Editor. » » 


Look for it on page 48 under the 
title, ““MI Finds Industry Long on 
Buying, Short on Selling Plans.” 
» » A copy of the unique question- 
naire technique used will be sent to 
any person. Tear 
sheets of the article complete with 
charts also may be had by any who 
do not regularly receive Modern 
Industry. 


interested 


Color Treading one’s way through 
the maze of conflicting views on the 
subject of plant painting for a pur- 
pose and successfully securing out- 


standing pictures for full-color 
presentation—will win readers’ 
plaudits for MI Materials Editor, 
Anne Gardner. The story, 
“Planned Color for Plant Savings” 
on page 33 of the July 15th issue 
shows the basic issues of increas- 
ing “‘see-ability” and omits all pal- 
aver from the interior-decorator 
angle. » » A factory in Detroit re- 
ports a 25% increase in production 
after planned color was adopted. 
» A Tulsa manufacturer attrib- 
utes a 20% decrease in accidents 
entirely to a new painting program. 
» » No plant manager can afford to 
ignore such statements. » » A thir- 
teen-point Check-Chart summar- 
izes the ways and means of getting 
the maximum benefits 
painting program. 


READER C0 2¢Zeo 


“... We would like to supply our one 


hundred or more men in the field 
with copies of your check chart on 
plant lighting appearing on pages 
36-37. We believe it would be helpful 
to them in advising customers... .” 


ad In wAWS % “hh 16 1044 teene 
t} I - 
I n 

ha 1 page + I 
t 

“”  ., Occasionally we have need of 


tear sheets of articles appearing in 
Modern Industry. They are requested 
by our executives and engineers who 
are usually interested in having a 


§$142 billion is just $22 


} and they are preparing to produce 


no other course open, so the editors 


of Modern Industry propounded a 
few keen questions of their own for 
industry's management men to 
znswer. » » Ina mailed survey to an 
adequately large and representa- 
tive number of Modern Industry 
readers, in all manufacturing in- 
dustries, the editors asked, “On 
which estimate of Gross National 
Income has your company pro- 
jected its planning for its postwar 
volume of business?” » » From a 
very satisfactory response, estab- 


lishing a substantial base for com- 
putations, the editors learned that 
97.2% of the company executives 
questioned are basing their plans 
n a postwar national income as 
great or greater than the $120 bil- 
lion in 1941. » » However, 55.4% 
tay with the $120 billion as their 
own best personal estimate on 
which their planning has gone for- 
ward. » » This means, simply, that 
this large segment of industrial- 

anagement-thinking thinks the 
much publicized CED figure of 
billion 
higher than they are willing to go. 

Nonetheless, the manufacturinz 
industries are anticipating a boom 


the products by modernized pro- 
duction equipment and method. 
» But—where all industry seems 
to lag is in the bedrock realism that 
les power, too, must be planned 
nd projected if the production 
ypes are to be fulfilled in after- 
Victory years. » » This MI study is 
illy a market-researchers classic. 
A three-page affair exploring 


Tear Sheets of Any of These Articles 
from the July 15th issue of Modern 
Industry Cheerfully Sent on Request 


Planned Color for Plant Savings....33 
Mere razzle-dazzle use of color is 


just money wasted. Here's a re- 
port (with Color Pictures) of in- | | 
creased efficiencies reduced 
accidents in large & small plants. 
MI Finds Industry Long on 

Buying, Short on Selling Plans......48 
Substantial 
tion's manufacturing plants dis- 
s plans for turning hot Post- 
Victory demand into cold cash. 
V-J Date? Its Impact 

on U. S. Busines 165 
1 roundup of all available facts, 
predictions. How to be ready for 
a quick or a long-delayed victory. 
If You Can't Answer ‘'Yes"' 

You're Not Ready to Sell — 
Check-list shows up strone & 
weak spots in your Post-Victory 


and 


cross-section of Nna- 


; 
clos 


marketing program. 


Make their e 


canglia 


tingle...and they tick 


HEN YOU PUNCH a nerve-center you 
\\ get action. Perhaps “punch” is too 
strong a word... but our staff editors use 
their full technique to play every note in 
the reader's profit-keyboard. Every word 
and picture printed in Modern Industry is 
spiked with this objective—to create the 
proper climate for reader-action, 


original material 
appetite than 
And you know that 
Modern Industry refuses contributed manu- 


Editorially 
whets the 


speaking, 
mental more 


warmed-up leftovers. 


scripts (except for Debate-in-Print). 


Modern Industry's staff editors travel ex- 
tensively and dig out and authenticate the 
information printed and pictured in the 
magazine. This ! 


methodology 
reliable and unbiased 


produces 


more information 


than is found in most contributions to the 
business press. 

When Modern Industry’s staff editors (who 
do their own field-research in person) put 
their articles together they have no razors 
have but one single 
Namely, to 
more than 50.000 management men in more 


to hone—and they 


objective in view. motivate 
than 31,500 of the most important manu- 
facturing plants to act in their own self- 
interest... profitwise. 

Visualize, if you will, an illustrated busi- 
ness magazine with a reader-following of 
220,000 men (at all 


some management 


Modern Industry The Staff-written Magazine of Interpretive Journal 


copy of an article for their own 
files..." = 
o : We are interested 7 a oe 7 
n 3) 
ty fd I : 
from a Y, ’ f 
*" 
N 


levels) ... a general business magazine 
actively engaged in promoting and develop- 
ing in its readers’ consciousness the real 
need for making and 
products at lower cost for this nation and 
the world—and surzesting the means and 
methods for doing it! 


marketing better 


Edited the most expensive way. Modern 
Industry is staff-written exclusively for the 
responsible management men in all the 
. edited for the 
real buying influence in more than 31,500 


manufacturing industries . . 


plants which produce approximately 89% 
of all manufactured products. 


When you mull it over after appraising the 
articles and reports in any issue you realize 
that every picture and every word in Mod- 
ern Industry is targeted to make the read- 
ers’ ganglia tingle. Every picture and every 
word is aimed to guide and inspire readers 
to act in their own self-interest. 


When you kick it around at bit, it is easier 
to understand how and why Modern In 
dustry has won for itself such an action- 
taking take three 
ways: Readers adapt what they read to 
their own operations—they write to the 
editors of Modern Industry and they 
write to the advertisers in Modern Industry, 


audience who action 


347 Madison Ave., N.Y.17 


CHICAGO 6:20 N. Wacker Drive * CLEVELAND 14 
SAN FRANCISCO 14; 68 Post St. © ATLANTA 3; 17 


CHEMICALS 

FOOD 

IRON & STEEL 
LEATHER 

MACHINERY 
NON-FERROUS METALS 
PAPER & PULP 


Modern 


PETROLEUM 
PRINTING Industry 
aan BASE PAPER 
STONE, CLAY & GLASS sae onsasne 
TEXTILES TO INDUSTRY 
TRANSPORTATION 

WOODWORKING 

MISCELLANEOUS 


7 Union Commerce Bldg. * PHILADELPHIA 1205. 16th St, 
2 Khodes-Haverty Bldg. © LOS ANGELES 11: 4 W th St, 


—more than 31,500 which produce approaimately 


89 of all manufactured goods 


—more than 50,000 of them, the responsible manage 
ment men men with multiple responsibilities in 
the nation’s most important plants 

1LL the manufacturing industries because all 


a dramatic unity of interest in Louer 
Costs, Labor Relations 
the other valuable 


Industry 


of them have 
Industrial Economics nd 
rted on by Modern 


services repe 


s staff-editors 
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‘Time,’ ‘Life’ and 
Mail Order Firms | 
Quiet on Strike |of whose catalog is printed at Don- 


Chicago, July 5—Mail order nelley’s Lakeside Press here, will 
. ’. ae : -, | be the exception; its book will be 
ee eae = go itadbce mes |}out on schedule, with possibly 50 
like vow of silence, this time con- more pages than last year’s 620. 
cerning the steps they may be May Mail Small Catalogs 
taking to get out fall-winter cata- 
logs, held up by the strike of Sears, Ward and Aldens Chi- 
printers at the Lakeside Press of| cago Mail Order Company refused 
R. R. Donnelley & Sons Company] this week to say how they will 


(AA, July 2). 

The catalogs usually come out 
early in July, but it appears cer- 
tain that if any come out on time 
this summer they will be incom- 


| plete copies. Spiegel, Inc., no part 


meet the problem of telling their | publisher, on the effect the strike | 


customers what they have to sell|is having on their current issues. 
in the next six months. Possibly| Union leaders’ recent assertions 
they will have Donnelley bind the 
pages it prints itself, and mail ab- 
breviated issues. 

Possibly the mail order firms 
will be able to wait a while and 
rely on earlier printings of regular 
winter flyers. But sales are bound 
to be affected by the first of 
August, for the printing and bind- 
ing schedules are already far be- 
hind time. 

No statement has been made so 
far in Time or Life, or by their 


| be fully apparent until this month 
seem to be borne out by smaller 
numbers of ads included in Life 
land Time. 


Fewer Ads in ‘Time’ 
Issues of Time in June and early 


pages, excepting a 96-page July 4 
issue, and an average of about 64 
pages of advertisements was main- 


THE VUE MARKET 


Women who live on farms comprise a 
large and important segment of the na- 
tion's feminine market. That’s why Farm 
JOURNAL devotes a generous portion of 


its editorial content to subjects of par- 


ticular interest 


to women of all ages. 


cg, RE Ee an Tee 


ce, 


oo. 
Ho 


With its 2'4 million subscribers, Farm 


JoURNAL is read by half a million more 


families than receive any other rural 
magazine. Of the leading magazines read 
by women, one—F arm JOURNAL—sells 


the rural market. 


FARM JOURNAL 
World’s Largest RURAL Magazine 


GRAHAM PATTERSON, Publisher 


Philadelphia 5 . Penna. 


| that the effect of the strike, which | 
| began a month ago today, will not | 


July last year were all of 104| 


4144UUTCT LOE 5°) 3 Ut - 

tained (excluding covers), TT 
first two issues of Time last mon: 
each contained 104 pages in 
and had about 65 pages of ins 
ads, but the later issues h: 
totaled either 96 or 92 pages, ang 
the last two issues have each 
cluded only about 53 pages of 
side ads. Life this week has 
pages of inside ads and had 
last week, as against 66 for J 
25 and 65 for June 11. 

The WLB in Washington to 
again ordered the strikers to 
turn to work. 


British Ad Chief 
Sees U. S. Agency 


Invasion as Aid 


| QLondon, June 14.—The com- 
|mercial invasion of England 
American advertising agencies 
result in increased billings r 
|}established British agencies, Gor- 
|don Boggon, vice - chairman 
|Mather & Crowther Ltd., asser 
i\here after his return from a tour 
of the U. S. and Canada. 
Acknowledging that American 
agencies will gain a foothold in 
England, Mr. Boggon said: ‘Wit 
the creation of additional agencies 
and the added competition fro: 
American firms, the English man- 
ufacturer and advertiser will be- 
come increasingly conscious of the 
power and efficacy of promotior 
and advertising of its product 
Rather than cause a decrease ir 
the billings for British agencies 
the opposite result should follow.” 


“<< 


Ps ee 


Ready to Scrap Plants 
Mr. Boggon said he fou 
| American manufacturers, plannins 
|for use of more labor, willing if 
necessary to scrap old plants 
order to cut production costs 
the bone, and urged the Briti 
manufacturer to look at the situa- 
tion Americans do. He si 
i**Americans always face the fact 
almost proudly, that their labor 
is the most expensive in the world 
and therefore are planning their 
manufacturing so as to produc 
competitively in world market 
despite the highest payment per 
man hour existing in the world.” 

Americans are thinking along 
different lines than in prewa 
days, he said. “It is my belief that 
following the example of Presi- 
dent Roosevelt, the American out- 
|look on the economy of the future 
lhas changed, and they realize as 
well as we do that it is only by 
cooperation between the two great 
| English-speaking nations that the 
|future prosperity of the world car 
|be assured. 
| “It must not be forgotten,” he 
said, “that just as the American 
manufacturers with their agencies 
will invade the British Isles, so the 
English manufacturers are prepar- 
ling to corner some of the rich 
markets that the U. S. represents.” 


as 


Resigns Abbott Account; 


Newhoff Leaves Agency 

Theodore A. Newhoff Advertis- 
ing Agency, Baltimore, has re- 
signed the account of C. W. Abbott 
& Co., maker of Abbott’s bitters, 
as of Sept. 1. 

Theodore A. Newhoff has re- 
signed as vice-president and mem- 
ber of the board of directors of 
the agency. 


Burton Browne Adds Weil 
Maurice Weil, formerly wi 
Vogue-Wright Studios, and for 
years in the merchandising dis- 
play department of Hillman 
| Chicago food chain, has joined tl 
art department of Burton Brow! 
Advertising, Chicago. 


Complete Coverage 


of one of the 
greatest 
post-war industries 
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Mordecai Yarnell, Market Street, 
Carpenter, 1740...as listed in 
Watson’s Annals of Philadelphia. 
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Symbol of the colonial carpenter was the saw, sharp toothed, 


sturdy-framed. At ye sign of Mordecai Yarnell. . . artificers in leathern 
jerkins with adz, mallet, and wimble carried on their ancient craft. . . 
“hew'd studs to stand an hundred years, join’d joists . . . and would liefer 


labor at honest lath and lintel than sit a Lord in parlament.” 


‘THE MODERN newspaper editor is a builder whose lumber is the 

log of events. Working anew from fresh plans each morrow... he 
frames the factual and the fascinating into a structure 

of substance, plumbed for truth, mortised with mastery— 

with a window to the world, a door to deeds, a roof to 

shut out rumors wintry blast. And this house of wonder, decorated 


with taste. furnished fully, sells for a few pence ! 


Ly PHLApELPHta. the Inquirer is the builder chos'n by 
500,000 burgess of affluence, distinction. and first rank... and 
its commercial patronage list, in modern times velept Media Records, 


attests its square standin with sterling sellers, virtuous vendors. 


Che Philadelphia Mnguirer 
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‘Friend at Court’ 
Lost to Admen as 
Morgenthau Quits 


Washington, July 6.—Three key 
government officials of importance 
to the business world prepared to 
leave the administration today 
with the resignation of Treasury 
Secretary Henry Morgenthau Jr., 
and Justices Owen J. Roberts and 
Thurman R. Arnold. 

According to many people here, 
Mr. Morgenthau more than any 
individual in the government was 
responsible for decisions which 
enabled advertising to become a 
key force in the government’s war 


information program. Justices 
Roberts and Arnold, on the other 
hand, were outspoken partisans in 


the continuing legal battles in- 
volved in government regulation 
of business. 


Encourages War Ad Council 


Mr. Morgenthau’s interest in ad- 
vertising as a weapon of war was 
aroused in April, 1942, it appears, 
when a committee from the War 


Advertising Council called upon 
him to suggest that the govern- 


ment utilize contributed advertis- 
ing in its war bond campaigns. 

At the time of the visit of the 
committee headed by Miller Mc- 
Clintock, Mr. Morgenthau was 
faced with the job of marketing a 
billion dollars’ worth of securities 
during the approaching month of 
June. The council presentation 
proved to be so convincing that the 
Secretary decided to 


accept the|the bureau of 


discard alternate 
programs for government paid 
space. Mr. Morgenthau’s action 
proved to be a precedent for other 
government agencies, opening the 
way for broad acceptance of the 
council. 


suggestion, and 


Institutional Copy Approved 


Since the mid-thirties, Mr. Mor- 


genthau had experimented with 
paid government advertising in 
|} the marketing of “baby bonds,” 
| 


but he was convinced that gov- 
ernment appropriations would 
have to reach a tremendous scale 
in order to match the effort that 
could be provided by conversion 
of industry’s space and talent. 

In line with his recognition of 
institutional advertising as an aid 
to the government and a “must” 
for businesses converted to war 
work, Mr. Morgenthau, through 
internal revenue, 


recognized the contributed adver- | 
tising as a legitimate business ex- 
pense in the computing of taxes. 
This decision, released by Com- 
missioner Guy T. Helvering on 
Sept. 29, 1942, took on additional 
significance when Congress later | 
legislated that any cost item ac-| 
ceptable as a tax deduction should 
be considered as a legitimate ex- 
emption from renegotiation of 
fixed price war contracts. 


Roberts Dissents on AP 


Justice Owen Roberts, who had | 
served 15 years on the Supreme | 
Court, found himself more and| 
more a “minority leader” in recent 
months. A thorn in the side of | 
the late President Roosevelt dur- | 
ing the period that led up to the 
“court packing” proposal, he con-| 
tinued to lead the opposition to the | 
present court majority. 

Justice Roberts’ most 


recent 
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| with 
| . 
| American 


| Arnold commented 


| the 


| actually 


Advertising Age, July 9, 19 


dissent was his long blast aga 
the court’s majority opinion jn 
Assoeiated Press case, in whic} 
said that he feared that the a, 
sion would result not in freer 
petition, but in a monopoly. 
At one point in the dissent. 
bitterly said Justice Hugo Bla 
majority opinion “blends 
mingles statements of fact, 


ferences and conclusions and qu \- 


tations from prior opini< 
wrested from their setting 
context. The general principle t 
nothing added to nothing will 
add up to something holds true 
this case.” 


Arnold a ‘Trust Buster’ 


Thurman Arnold’s_ spectaci 
career in the anti-trust divisior 
the Department of Justice was 


terrupted by his appointment 
the court of appeals here 


years ago. While it is expec 
that he will open a law office, sx 
mystery about his plans stemn 
from the statement that he ‘\ 
be doing the work he likes be 


According to the record, e 
work he liked best was vigor 


enforcement of the anti-trust la 
as he interpreted them, and con- 
tinuous campaigning against us 


of patents as a weapon of monop- 
| oly. 


Shortly before his retirement 
Justice Arnold wrote the appe: 
court decision thrashing Postmas- 
ter General Frank Walker for at- 
tempting to discriminate among 
publications in granting second 
class mailing privileges. 


Castigates ‘Esquire’ Ruling 


In Justi 


strokes, 
that the Post- 
master General seemed to vie 
the second class privilege as aki! 
to the Army-Navy “E,” to 
granted to publishers for resistir 
the temptation to publish offensi 
material. 
Pointing 
nous record 


sweeping 


that the volumi- 
reminder of tl 


out 


is a 


| confusion that results from censor- 


ship of this kind, he expressed the 
hope that this is the last time that 
a government agency attempts 

compel the acceptance of its lite: 


| ary or moral standards. 


Spam Is No. 1 
Joke to British, 
But They Like It 


London, June 18.—Spam, thi 
Geo. A. Hormel & Co. meat prod 


| uct, apparently has assumed a per- 


manent place on pantry shelves i! 
Great Britain, judging by public 
reaction recently to protests by) 
Spam importers against its use ar 


|an object of satire in music hall 


Spam was introduced here as 
lend-lease supplement to meat 
rations, and was not previous] 
advertised. Widely used now, 
has taken a place as No. 1 joke i 
the music halls, much to the dis 
may of a number of importers wh 


wrote to newspapers in protes 
against such treatment. 

Scores of Spam users replie 
with letters showing their a} 


preciation for and satisfaction wit! 
product. Importers and th 
manufacturer were assured tha 
the music hall references consti 
tuted excellent promotion, in th 
first place, and, in the secon 
reflected public satisfac 
than dissatisfactior 


tion, rather 


with Spam. 


Joins McCann-Erickson 

Rebecca Young Diehl, former] 
the Bureau of Advertisins 
Newspaper Publisher 
Association, has joined the foreigi 
department of McCann-Erickso1 
New York. 
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MAGAZINE © 


Always Remember the FORGOTTEN 50% 


“There is nothing new,” 
forgotten.” 


the saying goes, ‘“‘except what is 
It holds considerable meaning for advertisers. 


There is a “new” market, made up of the “forgotten” 
15,000,000 women who are the readers of screen-romance 
magazines. It is a group neglected for too long while adver- 
tisers concentrated their efforts on the other half of the 
market, the readers of service magazines. 


There isn’t anything radically different about the screen- 
romance reader. She’s younger, yes; and her buying habits 
are not yet formed. Her wants, for herself or her young, 
growing family, are many and as yet largely unfulfilled. 


L MAGAZINE @ 


© JNIZVOVW 1130 ¥ © 


Ye Only 


If you sell her on your product now, you've sold her forever. 


This month, close to 3,000,000 of these women will buy 
Modern Magazines, read them thoroughly. Get your mes- 
sage before this ‘“‘new”’ market of women of the trying age. 


MODERN SCREEN « MODERN ROMANCES e SCREEN ROMANCES 
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Advertising Age, July 9, i9 


with the recent appointment of|time material restrictions, to turn| Life, Look, Motion Picture, Movie- 


8 
s 
apitol Records Batten, Barton, Durstine & Osborn|out popular recordings in volume|land, The New Yorker, Photoplay, 


as its agency, Capitol is set to go|is another factor in the firm’s suc-|and Seventeen. 


even farther up the ladder which| cess. Capitol sound engineers were Trade papers and several spe- Compliments of a friend 
Lf has heretofore been occupied/|able to produce high fidelity rec-| cial musical publications are also 

Urns n ustry . pretty exclusively by RCA Victor,|ords with a uniform volume level.| used regularly for promoting rec- 

Columbia and Decca. Certain technical improvements|ords, albums and accessories, 
‘ " gave these records longer playing| ee ee ae 

Taps Hollywood Talent life. Both of these features ap-| F s F 
ig n 0 Ig : ; : ; pealed to juke box operators. And| Jeris Hair Tonic Adds 
This rapid rise in a strongly the 


competitive industry can be cred- 
Los Angeles, July 5.—When Ap-|ited first to the genius—competi- 

VERTISING AGE’s Creative Man|jtors insist it’s luck—of Buddy 

(July 2) put his finger approv-|DeSylva and Johnny Mercer in 

ingly on the “column” ad of Cap-| picking the right tunes and right| Has Special Albums 

itol Records in a recent issue of| artists at the right time. | 

The New Yorker, he scratched the As chairman of the board and! Capitol also issues special record 

surface of a business success story|president of Capitol, respectively,| albums of children’s fairy tales, 

which is among the most unusual|DeSylva and Mercer have been|Christmas carols, and mood music 

in recent years. unusually successful in recording|for dreaming. Postwar plans in-| ule in 12 national publications will | 
Started only three years ago, the| hit tunes first. Through their fore-|clude more standard and semi-| continue. | 


phonographs now buy more than Papers to Schedule 


20% of the total output of current Jeris Sales Company, manufac- 
discs of all makers. turer of Jeris hair tonic, through 
Wesley Associates, New York, | 
;will launch a campaign in 370 | 
|newspapers throughout the coun-| 
|try excepting New England begin- 
ning in August. 

The company’s magazine sched- | 


operators of buy more than | 


» Tn as o ‘ er - . ° Fxtremely graufying to know Hennepin County 
= pare Coast recording organ-|sight Capitol Records was located|classical numbers and a new | ——_—__—_. aE: ty it ais agrege 
ization of any importance has|/at the corner of Sunset and Vine|transcription service for radio| . ee ee 

re , P i : . ° - gob ee: Ree eres ss = Loan. So happy 
already managed to climb into alin Hollywood and _ within easy | stations. Inner Sight Names Lyon | se 


Goreral Sugiyama 


secure spot in what has now be-|/reach of the huge pool of motion| Through BBDO, Capitol will | Inner-Sight, New York manu- 2 
come the record industry’s “Big| picture, radio, and other talent|carry on its consistent national] facturer of contact lenses, has ap- 

Four.” Now, with an a rn ia-| whicl 9a¢ d lv vs ; ivertisi » neatanume . ~ : J 9 ll GET GOING, MINNEAPOLIS...16 DAYS TO FINISH THE J08 
j » wit _appropria-| which has made Hollywood world | campaign advertising new releases. | pointed S. Duane Lyon, Inc., New ners ‘ 

tion for advertising said to be in| famous. Consumer magazines proposed for} York, to handle a campaign in| 

the neighborhood of $300,000, and Capitol’s ability, despite war-!the 1945 schedule include Esquire,| metropolitan newspapers. 


STIMULANT—A 7th War Loan ad 
which aroused a lot of interest was this 
| shot in the arm which appeared in the 
Minneapolis Star Journal. It was pre. 


4 3 ad ® j | pared by BBDO for member banks of 
Arizona’s No.1 Stations on America’s No. 1 Network _ fhe" winteapais Clearing Hou Ase 


committee of Hennepin County. 


New Dailies in 
‘France Opposed 


Paris, June 14.—The Fren 
Minister of Information is b¢ 
asked to halt the introductio: 
new newspapers in France and ® 
give existing dailies a chance ; 
carry a little more advertising 

At least one or two new pape: 
are started every week, accordi! 
to the Federation de la Publicite & 
Francaise, and the newcomers are § 
|draining off imported and locally- 
manufactured paper which might 
be used to increase slightly th 
| Size of existing newspapers. 

The government suspension 
new dailies should remain in effect 
for six to 12 months, the federa- 
tion insists. 

It is understood that many ad- 
|vertisers have campaigns read 
for new products of better quality 
and lower price than existing ar- 
ticles, but that they are unable t 
make their claims known becaus¢ 
of the lack of advertising space in 
the current small-size papers. 


KYCA * 


Prescott 


KTAR * 
Phoenix *KWJB 


Globe — Miami 


* KYUM KGLU * 
Yuma Safford 


* KVOA 


Tucson 


|'Maguire Acquires 
'Meissner, Thordarson 


| Maguire Industries, Inc., New 
| York, has acquired for cash 

stock of Meissner Mfg. Company) 
Mt. Carmel, Ill., manufacturer of 
radio equipment, which it will op- 
erate as an independent division 
Personnel and policies of the com- 


THESE 6 STATIONS BLANKET OUTSTANDING LOCAL PROGRAMS  Carential 50d venrne st ee eae. 
ARIZONA’S BILLION DOLLAR MARKET DRAW NATION-WIDE ACCLAIM rege Met nergy Mpg cag moro 


sner stockholder, has been elected 
a vice-president of Maguire. 
The organization has also an- 


tot HOO: Re CE ae er EO a ee, RES 


Arizona is among the top 8 market areas in the Local programs like the Tucson Boys Choir — nounced the merger of Thordarson 
. : ; ; ‘ ; Electric Mfg. Company, Chica: 
United States. And when you buy NBC Western broadcasting on Christmas Eve from Arizona's as a transformer manufactur! g 
oe de er ; - . es ; | division of Maguire. 1» G. Wi 
Division time you get the complete attention of this world-famous 17th Century Father Kino Mis- |ney, formerly first vice-preside 

Res Sa . : : . |and treasurer Thordarson, | 
extremely wealthy market. For it is entirely blan- sion—are heard on a transcontinental release. force igpcwes oy Sean 
keted by KTAR Phoenix, KVOA Tucson, Programs of such intense interest to Arizonans, fan gee 09 the ll _ od ma 

: ; ager o > hordarso 71810! 
KYUM Yuma, KW]B Globe, KYCA Prescott plus top NBC Western Division programs, plus |The company was acquired 
— —— -_ ‘ : : | March but has been operating 
and KGLU Safford. These 6 stations form the NBC’s transcontinentals, get your message to a separate entity. 
Arizona Broadcasting Company. “most of the people most of the time?’ “7.7. ©. 


|'Heads Public Relations 

L. A. Furlong, director of pu 
|lisher newsprint sales of Minr 
sota & Ontario Paper Compar 
Minneapolis, has been appoint 


E ST E D 1 VT S f 5 rv | director of public relations, 


HOLLYWOOD Sunset and Vine * SAN FRANCISCO Taylor and O'Farrell 


1945 — Radio's 25th Anniversary — Pledged to Victory 


S 
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Lf, 
sain ce ees a Z of the NATIONAL 
KCRA Sacrament California KOH Reno, Nevada 
DYL Salt Lake ty, Utah AO eattie ashington — 
i 2 Angeles, California KPFA Helena, Montona = BROADCASTING 
l f iif ) 0 in oncis California . = 
- e oe 7 KRBM Bozeman, Montana f “esd 
KCI Sofferd, Arizona KSEL —— Fee «69CC OO MPANY, INC. 
K Jaho KTSM El Paso, Texas * * 
k eine. édien KVOA Tucson, Arizone 
' 5 Kw _ tee, Arizona A SERVICE OF RADIO 
KC ve, New Me KYUM Yuma, Arizona CORPORATION OF AMERICA 
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eee Quakening our people to 


INDIFFERENCE ana ABUSE 


FORCE 


At Work in New Orleans 


RALPH NICHOLSON, CLAYTON FRITCHEY, 


owner and publisher since Executive Editor. When 25, 
1941. A. B., arthars College; one of Scripps-Howard’s 
M. A., Harvard. Pittsburgh, youngest Managing Editors, 
New York, London, Berlin, Baltimore Post. Won Pulitzer 
Tokyo, and Tampa were stop- Citation for Cleveland Press, 


ing places en route from 1937. Time-Life correspond- 
ndiana to New Orleans. Co- ent, 1938-44. 
owner Tampa Daily Times 


MARSHALL BALLARD, HERMANN B. DEUTSCH, 
Editor, chief of editorial page. Associate Editor. B.S.,M.S., 
A. B., Johns Hopkins. For 38 Ph.D., University of Chicago 
years his vigorous pen has Political observer on Item 
shaped many progressive Staff for 27 years. Contrib- 


changes in Louisiana Govern- 
ment, and he is among the most 
widely read editorial writers in 
the South. 


utor to Collier’s, Saturday 
Evening Post, Esquire, and 
other national magazines 


SAWYER-FEI 
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-- + achieving results by 


CORRECTING INJUSTICE 


Your New Selling Force in New Orleans 


NEW ORLEANS 


and WDAE. 
So EN 


_ 


READER ACCEPTANCE: Largest Evening Circulation in Louisiana 


(92° concentrated in the New Orleans market—growing steadily) 


ADVERTISING ACCEPTANCE: 10.000.000 lines carried in 1944 


RALPH NICHOLSON, Owner and Publisher 


SON-WALKER CO. 


NATIONAL REPRESENTATIVES 
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Martinez in New Post 

A. W. Martinez, recently pub- 
licity and public relations execu- 
tive with J. M. Mathes, Inc., New 
York, has been named director of 
publicity and public relations for 
Geare-Marston, Inc., Philadelphia 
and New York. 


Publisher Expands 

Caldwell-Clements, Inc, New 
York, publisher of Electronic In- 
dustries and Radio & Television 
Retailing, has opened a Cleveland | 
office at 1210 Citizens building. 
The office will be under the di- 
rection of Dudley B. Trott, for-| 
merly with Hitchcock Publishing 
Company, Chicago. 


Joins ‘Textile Age’ | 

John K. Riegel, formerly na- 
tional sales representative for 
various newspapers, including the 
Washington Star and Indianapolis 
News, has joined the sales staff of 
Textile Age. He succeeds William 


K. Hoffman, who has joined Home 
Furnishings Merchandising. 


Starch Adds ‘Parents’ 

Daniel Starch & Staff has in- 
cluded Parents’ Magazine in the 
continuous advertisement reader- 
ship program of publications, ef- 
fective with the July issue, bring- 
the number of publications 
studied to 25. 


ine 
Aad 


Callahan Joins Y&R 


John L. Callahan, former as- 
sistant director of advertising and 
merchandising of Best Foods, Inc., 
New York, has joined the contact 
staff of Young & Rubicam, New 
York, 


Joins Ralph Jones 


Alicia Ann Fogarty, formerly 
with the research department of 
Young & Rubicam, New York, has 
joined the staff of Ralph H. Jones 
Company, Cincinnati, where she 
will specialize in market research. 


Chicago Florists’ 
Advertising Unit 
Marks 25th Year 


Chicago, July 3.—A silver anni- 
versary is being celebrated this 
year by the Allied Florists Asso- 
ciation of Illinois, whose primary 
objective of boosting its members’ 
sales of cut flowers has succeeded 
so well for 25 years that many 
another trade organization has 
sought Allied’s advice for its own 
advertising program. 

Organized in 1920 when green- 
houses in this area had produced 
enough flowers to glut the market, 
retailers, growers and wholesalers 
responded within a few months to 
an appeal for funds to permit a 
large advertising campaign. From 
a membership of 300 in 1920 the 


| current 


association has grown to a mem- 
bership of about 900, representing 
100% of growers and wholesalers 
and 98% of retailers in metropoli- 
tan Chicago. 

More than $130,000 was col- 
lected from the members for the 
fiscal year just ended, as against 
$25,000 the first year. In all, ad- 
vertising funds of more than $1,- 
500,000 have been collected on 
a percentage-of-sale basis, the 
wholesalers acting as_ collection 
agents. 


Avoids Holiday Promotion 


Advertising takes the form of 
consistent insertions in metropoli- 
tan, neighborhood and _ foreign 
language newspapers, and radio- 
the latter to change over from 
sponsorship of ‘Music 
Lovers’ Hour” over Station WCFL 


weekday evenings to station breaks | 


fall. Copy is prepared by 
& Waldie & Briggs, which 
places some business paper 


next 
Behel 
also 
ads. 
In recent 
have been 


advertisements 
run be- 


years, 
scheduled to 


“DeVry ads in Revista Rotaria 


have proved a sound investment’”’ 


SAYS y 


Export Manager, DeVry Corporation, Chicago, 
Manufacturers of Motion Picture Sound Equipment. 


DE VRY CORPORATION 


CONFIE EN DEVRY TAMBIEN PARA— Ti 


CONFIE EN DEVRY 


PARA PROYECTORES CINEMATOGRAFICOS y APARATOS DE SONIDO 


tease Ce 
» 


tros de 3 
s de precision 


Tipo semiportst 


baja trecvencia, altoperla 
Equipe ice 

PARA TEATRO 
Pote sre ade 


PARA TEA 


» de Arco de lémm 
L ie proyect 
» eltepe ‘ 


Descripcion de los Productos De Vry que se Mustran 
(1) PROYECTORES DE TEATRO CON LAMPARAS DE 


Proyectores grandes, resistentes y seg 
(2) PROVECTORES DE TEATRO CON LAMPARA 
MAIDA 
éntico al anterior, con 
Smpera Mazda de 1900 vatios y no 
(3) PROYECTOR PORTATIL SONORO DE 35méM 
Para teat peauefos, « 08 y exhibider 
hot Aga ie ded 208 pe 
14) EQUIPO SONORO PARA TEATROS GRANDES 
Unidad sonora m elular stro altog 
{5) EQUIPO SONORO PARA TEATROS PEQUENOS 
16) AMPLIFICADOR DE UNA LONGITUD DE ONDA 
(7) AMPLIFICADOR DE DOS LONGITUDES DE ONDA 
TRO h P ~ ar » I aw $ , 
: sa the new contract you have for a full 
[aC %o . > 7 , 2 
year’s schedule of DeVry ads. 


n pote 


me stanté e , gitud « otra 
PROYECTOR DE SONIDO GRABADO EN PELICULA 
16MM 


* para tee 
ador de 
Cue 


od, 2008 pies 
ercep 
+ ambu: 


ampere Merde de 


arlantes de 
a, re 


a frecue 4 


Altope te “mon 


le 20 vat 


600 pies, id 


as de men ‘ pera de ve 
ees @ Rectificadores (9) FAMOSA TEATRO DEVRY SOBRE RUEDAS * 


plerte e v 


¢ 1111 Armitage Avenue, Chicago 14, Illinois, E. U. A. 


HAGASE pisTRiBY 


jor DE DEVE 


. 
4%, pentaile 


Y 
 egrahewe 


America. 


Reproduction of a full pas 


j , 
“ander the personal supe 


e adverts 


ment from REVISTA ROTARIA prepared 
f Clare H. Rolof, DeVry Advertising Manager. 


Revisto Hotoria & 


35 East Wacker Drive, Dept. 11, Chicago 1, Ill. 


—— 


“DeVry messages in REVISTA RO- 
TARIA first appeared in the February, 
| 1944, issue,’’ writes Norman D. Olsen. 
“Since that time we have been aconsistent 
advertiser and our records show that 
the DeVry ads in REVISTA ROTARIA 
have proved a sound investment. 

“As you know, considerable doubt 
originally existed in our minds as to 
whether a publication such as REVISTA 
ROTARIA was a proper medium for 
DeVry messages. This doubt existed 
because the professional 35 mm. and 
16 mm. motion picture sound projectors 
and allied products we manufacture are 
primarily for use in theatres, auditoriums, 
industry, schools, churches and road 
showmen, and not by the general public. 

“That all doubt has been definitely 
expelled from our minds is evidenced by 


” 


* * 


REVISTA ROTARIA reaches leading manu- 
facturers, importers, distributors, and govern- 
ment officials in the 21 countries of Latin 
It is the only business executive's 
magazine in the Spanish language which is a 
member of ABC. April net paid circulation 
was 27,074. Ask for circulation break-down 
and other data about this important audience. 


New York Office: 45 Rockefeller Plaza 


Detroit Office 


Pacific Coast Office: 


San Francisco 5, California 


New York 20, New York 


7338 Woodward Avenue 


Detroit 2, Michigan 


681 Market Street 


| postwar 


Advertising Age, July 9, 


tween holidays, rather than to 
incide with holidays, as in fo; 
years. The change-over ref 
Allied’s intention of building 
year-round demand for flower 
gifts to brides, hospital pati: 
etc. 


Others Follow Pattern 


Allied’s success in promoting 


flower demand, in maintai 
membership lists and colle 
funds has been followed by 
ganization of other “Allieds 
Milwaukee, Indianapolis and 
attle. Hubert J. Wolfe, All 
executive secretary, believes 


there is considerably more flo 
advertising in Chicago than 
New York, as a consequence; 
amount of money spent on ad 
tising by individual florists in } 
York, he thinks, is probably 
greater than that spent inde; 
dently of Allied in Chicago 
florists who advertise their m¢ 
bership in Allied. 

Although Allied currently is 
the first time in its history, 
spending as much as it is 
lecting (because of flower shi 
ages and a desire to build uy 
fund), its 
in this single market 
favorably with those of the F! 
ists’ Telegraph Delivery 


town deliveries. 


Grant Advertising, New York. 


4th Carstairs Map Out 


Fourth in the series of war maps 
Distilling Com- 


Carstairs Bros. 


expenditu: 
compare 


Associ: 
tion, Detroit, national organizati 
by which retailers provide out-o 
That organizati 
normally spends about $250,000 
year, mostly in magazines, throug 


pany is distributing covers the Pa- 


war and 

Delhi 

and 
and 
order is 


cific theater of 
the area between 
Hawaiian Islands, 
Rodinga, Australia, 
chatka. Initial print 
50,000 copies. 


and 


betwe 
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CORPORATE PURCHASES 


Among the subscribers to The United 


States News 


112,800 INDUSTRIAL MANAGEMENT MEN 


okay or specify every conceivable kind 
of corporate purchase. Ninety percent of 
these important buyers are cover-to-cover 


readers of the magazine......... 


These men and their families together with men and women in 
the Professions and in Government are the top layer of Amer- 
ica’s No. | Quality Market. Their purchases of Quality mer- 
chandise and services run into the hundreds of millions of 


dollars . . . most of them read The Lnited States News in the 


quiet of their homes—80‘-c. 


(200,000 GUARANTEE 


The Direct Route to 
those who O.K. both 
corporate and family buying 
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Petroleum Marketing Problems 


The great petroleum 
has been doing such a tremendous 
job in producing gasoline and oil 
for war purposes that compara- 
tively few outside the industry 
have stopped to realize the diffi- 
cult problems with which it will 
‘be faced postwar. With gasoline 
rationing holding down civilian 
consumption of the _ industry’s 
most popular product, it is a little 
difficult to visualize the marketing 
situation with which the oil com- 
panies may soon be confronted. 

The main reason is that auto- 
mobiles have been wearing out 
fast, and that it will take the auto- 
motive industry a good many 
years to catch up with the re- 
placement requirements of the 
country. Thus the economists 
who have been studying the mar- 
keting prospects of the petroleum 
industry think that it may be 
1950 before the number of auto- 
mobiles in use is back to 1941 
levels. In spite of the huge de- 
mand which will exist, manufac- 
turers of cars will simply not be 
able to make up for the large 
number that have been worn out 
and have been taken off the road. 

The petroleum companies are 
expected to solve their problem 
of maintaining volume in two 
ways. On the one hand, they have 


industry | 


become a chemical process indus- 
try of major proportions, expand- 
ing through research their contri- 
butions to other industries and 
vastly broadening their base of 
operations. While the consumption 
of gas and oil in the automotive 
field has represented the lion’s 
share of their business, and will 
continue to do so for a long time 
to come, they have other outlets 
for many of their products. 

Second, the industry is embrac- 
ing the TAB program, which 
means __ tires-accessories-batteries, 
in a big way, and company-con- 
trolled service stations, as well as 
independents, will build volume 
through selling practically every- 
thing the motorist requires. Many 
of the stations will extend their 
lines beyond the automotive field 
to include household appliances of 
various kinds, and many will also 
sell bicycles. 

Another angle of the situation 
which is giving petroleum market- 
ers pause is their belief that war 
experience has taught automotive 
engineers how to make engines 
more efficient and economical. If 
their fears are realized, greater 
mileage for gasoline and reduced 
oil consumption will still further 
emphasize the necessity of seeking 
volume in other directions. 


Fair Employment Practices 


Our Washington grapevine tells 
us that the Fair Employment 
Practices Act, which has been be- 
fore Congress during the current 
session, and which in one form or 
another has been presented to 
many state legislatures, will prob- 
ably not pass before Congress ad- 
journs. Like the social security 
bills, however, it may be expected 
to come up for further considera- 
tion later on. New York State en- 
acted a similar measure into law, 
and Illinois found that its advo- 
cates put a lot of pressure behind 
it, although it failed of enactment. 

We think those representing 
minority groups who have been 
pressing for legislation of this 
kind are well meaning, but we 
also believe that they do their own 
people a disservice in attempting 
to penalize, by fine and imprison- 
ment, employers who do not rec- 
ognize minority groups on a pro- 
portionate basis of representation. 
‘The only safe rule for any busi- 
ness is to employ and advance on 


merit, but if fair employment 
practices were made a matter of 
legislative edict, merit would have 
to be subordinated to the problem 
of giving all groups representation 
in proportion to population. 

In addition, we are far from 
convinced that the way to solve 
social problems is by legislation, 
and this is essentially a social 
problem. If there is racial preju- 
dice which denies employment op- 
portunities to any group, the task 
is to educate the majority and to 
break down the barriers of preju- 
dice, not to compel acceptance of 
policies for which neither employ- 
ers nor the public are prepared. 
Prohibition was a noble experi- 
ment, but it failed because the 
public was not ready for it. 

Most employers recognize the 
important principle involved in 
fair employment practices and are 
working toward the goal of justice 
to all, but progress will be 
hastened through _ education 
rather than compulsion. 


—Lichty, Chicago Times 


"It is as advertised —I| predict the future —that is, about everything but 
reconversion!' 


News for Stockholders 

Allegheny Ludlum Steel Cor- 
poration surveyed _ stockholders’ 
opinions and desires last winter, 
and now it is doing something 
about what it found. Item 1 is a 
new quarterly news letter, an en- 
velope-size affair that it is hoped 
will keep stockholders informed 
of what their company is doing, 
without boring them to death. 
Item 2 is that the dividend checks 
which went out with the first news 
letter last week bore the serial 
number 322, representing the 
number of dividends paid by the 
company to date. This consecu- 
tive numbering of dividend checks 
is another direct result of the 
stockholder survey. 

And while the subject of stock- 
holders is being discussed, you 
might as well know about the big 
department store which recently 
queried non-charge account stock- 
holders and asked them to open 
accounts. The returns were not 
very good, unless you want to 
count the several letters from 
dividend-eager ladies who said 
they wouldn’t think of buying 
anything for themselves in the 
store they owned. 


Double Purpose 

Anfenger Advertising Agency, 
St. Louis, managed to get in a lick 
for itself, for client Emerson Elec- 
tric Company, and for V-Mail, all 
in one four-page folder sent to its 
prospect and client list. The mail- 
ing was a straight plug for V-Mail 
use, but it also called attention 
and reproduced a full-page Emer- 
son V-Mail ad, and while it didn’t 
say that Anfenger prepared the 
ad, the inference that the ad “was 
also designed to keep the name 
‘Emerson-Electric’ out in front in 
the minds of postwar electric fan 
buyers” was too broad to miss. 


Jottings 

You can probably chalk up a 
“first” for the Dallas Advertising 
League, which seems to have 
taken to paid space in the adver- 
tising press to invite men-with-a- 
message who also happen to be 


planning a trip to the Southwest 


to present their message in per- 
son before one of the weekly 
sessions of the league. We 
shouldn’t compete with our own 
or other papers’ ad columns, of 
course, but if you’ve got a burn- 
ing message for Dallas admen, you 
might expose yourself to L. C. 
Roberts, vice-president in charge 
of programs, 301 S. Harwood, 
Dallas 1. (P. S. And tell him you 
learned about his dire strait from 
JC) 

Just to keep airline customers 
from being too annoyed over the 
hardship of getting plane reserva- 
tions, Western Air Lines has be- 
gun mailing a series of cards on 
“How to Get a Seat on a Plane.” 
With appropriate illustrations, 
they offer such suggestions as 
donning a stewardess’ disguise or 
wrapping oneself as an air express 
package. .. 

Most promising sources of post- 
war jobs are the automobile, pe- 
troleum, electrical, plastic, food, 
rubber and farm equipment in- 
dustries, says Northwestern Na- 
tional Life Insurance Company 
after shuffling results of a sur- 
vey... 

Benjamin’s, Salisbury, Md., 
store, ran an unusual war bond ad 
containing quotes on why “I’m 
selling war bonds” from every 
member of the store’s staff... 

Barnes - Gibson - Raymond Di- 
vision of Associated Spring Cor- 
poration, Detroit, has published 
“A Civilian’s Dictionary of War- 
time Abbreviations and Alpha- 
betics,” which has enough alpha- 
betics in its 160 pages to provide 
the wherewithal for any number 
of quiz sessions. On a quick look, 
we particularly like: “Gals, gals 
. .. Gallons: also GALS.” .. 

Neat promotion tie-up is that 
in operation when the Brooklyn 
Dodgers are playing at Ebbets 
Field. Every time a home run is 
hit, a carton of Old Golds is pre- 
sented to the player as he crosses 
home plate, while the crowd yells 
that he has hit “an Old Goldie.” 
To all of which Red Barber gives 
further promotion as he tells the 
radio audience about it as they 
listen to the Lorillard baseballcasts 
on WHN, New York... 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2526. The First Fifteen Are 
Different in Worcester. 

Station WTAG, Worcester, Mass., 
has issued this pamphlet, which 
shows the local rating of network 
programs compared with their na- 
tional rating. The top 30 night- 
time network shows are listed, and 
figures show how Worcester sta- 
tions compare in over-all night- 
time Hooper figures. 


No. 2527. The Kind of Retail 
Grocery Advertisements Home- 
makers Prefer in Washington, 
D, C. 

In this brochure, the Washing- 
ton Times-Herald reports a survey 
of a representative cross-section of 
Washington housewives, which in- 
dicates an overwhelming prefer- 
ence for light, clean ads as op- 
posed to bold “attention-getters” 
and black tones and panels. Ex- 
amples of both are shown, along 
with comments of housewives and 
merchants on readership and im- 
proved appearance of ads. 


No. 2502. Summary of a Survey 
on Blankets. 


Linens & Domestics, a Haire 
merchandising publication, has is- 
sued this report of retail store 
opinion, in which blanket buyers 
state their preferences in types, 
colors, price lines, styles, pack- 
aging and merchandising. The 
study contains numerous charts 
indicating trends in these sub- 
jects. 


No. 2517. This Is Fort Smith. 


This new market folder, issued 
by the Southwest American, Fort 
Smith Times Record and South- 
west Times Record, Fort Smith, 
Ark., introduces Bill Dilly, who 
describes himself as “kind of a 
happy medium of most of the folks 
around these parts.” Bill tells the 
market story in his own words, 
and the text is interspersed with 
photographs, and statistics on the 
people, industries, resources, post- 
war outlook and so on. 


No. 2519. Who Advertises What? 
The Iron Age has issued this 28- 
page booklet, which provides a 
page-by-page, product-by-product 
analysis of the 8,571 pages of ad- 
vertising carried by the publica- 
tion in 1944, representing more 
than 1,000 different advertisers. 


No. 2469. Vitamin Questionnaire. 
Hospital Management, in this 
booklet, reports on the answers to 
a questionnaire which was sent to 
520 hospitals of 200 beds or more, 
and was distributed geographically 
to represent all sections of the 
country. The report shows that 
81.7% of the physicians practicing 
in these hospitals prescribe vita- 
min products, and it lists types 
most frequently used, and answers 
questions on pharmacy stocks, 
sources of supply, method of ad- 
ministration, etc. 


No. 2494. Eight Answers to Eight 
Questions. 


In this brochure the Open Road 
for Boys gives the answers to a list 
of questions covering the publica- 
tion’s background, circulation, sub- 
scription methods, reader interest, 
etc. The material includes a list 
of products and services now 
using Open Road, with their agen- 
cies, and a report on a survey 
among subscribers showing what 
boys will buy first after the war. 
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Group Seeks Model 
Plan to Reduce 
Distribution Cost 


New York, July 5.—In an effort 
to cut down distribution costs, the 
National Wholesale Druggists’ As- 
sociation has set up preliminary 
studies of warehouse operations 
and has established a fellowship 
fund for post-graduate university 
study. 

At present, two warehouse oper- 
ations in Columbus, O., are being 
studied at Kauffman-Latimer Com- 
pany and Orr-Brown & Price. 
Each of the experiments is being 
made to lower distribution costs of 
less-than-case orders. The entire 
wholesale drug industry is beset 
by this problem since there are 
more than 50,000 individual items 
carried by most wholesalers. 


200 Items Are Leaders 


Of this number, however, 200 
items constitute 75% of sales and 
the two preliminary studies aim to 
expedite orders of the fast sellers. 
The first plan involves the use of 
a mezzanine and a series of chutes, 
or troughs, which extend from the 
mezzanine to the lower floor. Each 
tube is packed with individual 
packages and as one package is 
removed, another replaces it. A 
20x4-foot table could accommodate 
200 chutes. A similar method uses 
a vertical conveyor belt, equipped 
with shelves, which operates on 
the counterbalance system. Twelve 
belts are used for the fast sellers 
and as the picker removes the 
package he lowers the next shelf 
to table level. The belt extends 
up to the next floor and utilizes 
ordinarily wasted space between 
the table and ceiling. 

All the work being done now is 
preliminary to the erection of 
a model warehouse. Until pilot 
studies have been completed, the 
association feels that any plans for 
such a model would be unsatis- 
factory. 


May Choose School 


For this reason, too, the associ- 
ation has set up a fellowship fund 
providing for post-graduate study 
leading to a Ph.D. degree at any 
university of the student’s choice. 
The fund operates much as the 
Guggenheim Fund does, and the 
applicant must be approved by the 
association, which wants a man 
who will make a career of the sci- 
ence of distribution. 

He will be permitted to attend 
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the university of his choice, but it 
is felt that the university ought to 
be in a city where a warehouse is 
located. The association has al- 
ready worked out a plan with Dr. 
Harold H. Maynard of the School 
of Commerce of Ohio State Uni- 
versity. 

Furthermore, the _ association 
feels that although an engineering 
firm might be able to handle the 
job, it prefers to have its own full- 
time man who understands all the 
problems as they arise. 

The great factor in the business, 
as the association sees it, is to effect 


savings in labor and distribution, 
and this means the elimination of 
most of the outdated warehouses 
of today. 


Leighton Joins Fox 


John A. Leighton, former ad- 
vertising director for the news- 
paper division of Triangle Pub- 
lications, New York, has been 
named advertising sales director 
of Fox Features, Inc., New York, 
for all magazines published by the 
company, including Smart and 


Sports Apparel. 


Canadian Linage Up 
Canadian daily newspapers car- 
ried over 4,000,000 more lines of 
advertising during the first four 
months of 1945 than during the 
corresponding 1944 period, repre- 
senting a gain of 3.5%, according 
to a report by the Canadian Daily 
Newspapers Association. 


ABC Elects Agencies 


Audit Bureau of Circulations 
announces the following new 
agency members: Walter Haehnle 
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Advertising Agency, Cincinnati; 
Walter B. Snow & Staff, Boston; 
Wm. B. Remington, Inc., Spring- 
field, Mass., and Emery Advertis- 
ing Company, Baltimore. 


Brewer Transfers 


Herbert C. Brewer, director of 
the Iodine Educational Bureau, 
Inc., New York, has resigned to 
direct the interests of the Chilean 
Nitrate Educational Bureau. He 
will be succeeded at the Iodine 
Bureau by Harry J. Cordle as 
vice-president and director. 


H ere within so small a space are represented nine of 


America’s food producers and processors who are feeding 


moweigs. 9° 


a great part of this hungry world. 
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High in the councils of eight of these companies are 136 Business Week 


subscribers plus 400 Business Week pass-along readers . . . men whose planning, 


purchasing, production decisions direct an army of men and women, acres of 


machinery, huge fleets of cars and trucks. 


Wherever you look you'll find evidence that Business Week is one of the 


finest publishing products on your media shelf . . . a half-million 


management-men readers, neatly packaged for your advertising convenience. 


You have many things to say to management-men 


and one best place to 


say them 
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‘Opry’ Platters 
Hit Jackpot for 


Ralston Purina 
Hillbilly Airshow 


Boosts Listening 
on 5 SW Stations 


St. Louis, July 5—The “Grand 
Ole Opry House Matinee” goes 
on five southwestern NBC stations 
selling Ralston Purina Company’s 
Shredded Ralston every Saturday 
noon and lifts each station to a 
new high in listener popularity at 
show time. 

The 30-minute program, an 
audience participation show, is 
transcribed each preceding Sat- 
urday night at the “Grand Ole 
Opry House” in the originating 
studios of WSM, Nashville. The 
transcription is made before any 
other commercial sponsor takes 


over, then fed to the western leg 
of the NBC hookup the following 
Saturday noon. 

The strictly hillbilly show has 
had amazing success as a noonday 
transcribed broadcast. Its achieve- 
ment has been proved indisputably 
by special Hooper ratings taken 
before the show was put on the 
air, and by test ratings taken for 
each performance. 


Listenership Doubles 


According to Hal Chase, adver- 
tising manager of Ralston Purina’s 
cereal department, the following 
figures prove the “Opry Matinee’s” 
swift rise: : 

Before the Opry Matinee tran- 
scription took to the air, the five 
stations — KVOO, Tulsa; WKY, 
Oklahoma City; WFAA, Dallas; 
KPRC, Houston, and WOAR, San 
Antonio—had a Hooper rating of 
3.8 at show time. After six weeks 
of the corn-fed opera, Mr. Chase 
said, the rating jumped to 6.9, 
or almost 50% of the sets tuned 
on at the time. 

Special Hooper ratings will be 
taken, as they have been since the 
matinee opened April 28, 1945, on 
each show for the first 13 weeks. 
At the end of that time, prizes of 


SALES SMILES—Gathered together after an American Magazine sales meet- 
ing in New York are, left to right, Charles Clifford, vice-president of Benton 


& Bowles; Arthur H. 


"Red" Motley, publisher of the American; H. F. 


Dou: las, vice-president of B&B; Clarence B. Goshorn, president of B&B, and 
J. B. Scarborough, advertising sales manager of the magazine. 


$100 war bonds will be given to 
the station having the best Hooper 
rating and to the station showing 
the: highest rate of increase in 
rating. 


To Run 52 Weeks 


The transcribed program in- 
cludes an indeterminate number 
of performers—ranging from 15 


Most of your key Michigan markets 
outside of Detroit are Booth News- 
paper markets. In the aggregate 
the eight Booth markets—Grand 
Rapids, Flint, Saginaw, 
Kalamazoo, Jackson, Bay City and 
Ann Arbor—represent a major part 
of your total Michigan sales poten- 


tial. 


Muskegon, 


Total trading zone population in 
these eight Booth markets is a 
million and three quarters, and 
total daily Booth Newspaper circu- 
lation is three hundred and fifty 
thousand copies—intensive, profit- 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETT 


able coverage of one of your most 
desirable markets. 


Get this important sales “extra” 
out of your Michigan market. Sell 
Michigan outside of Detroit! You 
can do it effectively and economi- 
cally with Booth Newspapers. 


* 


For specific information on Booth Michigan 


Markets,cali 


Dan A. Carroll, 110 East 42nd Street, 
New York City 17 


John E. Lutz, 4:35 N. Michigan Ave., 


Chieago Il 


SAGINAW NEWS 


|jup—and an average audience of 
/2,000. It is hillbilly comedy at its 
|smoothest. The star performers 
/are Ernest Tubbs and his Texas 
_Troubadours, with Jack Baker, 
‘formerly of the “Breakfast Club” 
‘and “Club Matinee” (WENR, Chi- 
cago) as the clowning m.c. The 
| troupe is dressed hillbilly fashion, 
with all the trappings to make 
solid mountain harmony and com- 
edy. 
The Shredded Ralston commer- 
cials are incorporated in the show. 
Frequently the commercials are 
sung, with the audience, announcer 
and entertainers joining in a 
rousing chorus of “She’ll be Eatin’ 
Shredded Ralston When She 
Comes—” or some other such plug 
set to familiar music. 

The transcribed “Grand Ole 
Opry House Matinee” will run 
for 52 weeks on the five stations 
and, if its poll continues high, 
may be groomed for a national 
hookup at the end of that time. 


Uses Hour on Live Show 


The “Grand Ole Opry House” 
itself, a live talent show, is a 
five-hour program originating in 
the studios of WSM. Running from 
6 p.m. to 11 p.m. each Saturday 
night, it is part sustaining, with 
several sponsors taking different 
sections of the show. 

The Ralston Purina Company 
makes excellent use of the “Opry,” 
for in addition to its Shredded 
Ralston transcription, the com- 
pany uses two other half-hours 
of the live talent show to promote 
Purina Chows (livestock and 
poultry feed), best sellers through- 
out the area. 

The first half-hour show for 
Purina Chows runs from 5:30 to 
6 pm. (CWT) and is beamed 
through 17 stations of the NBC 
southern network. The second 
half-hour is from 8 to 8:30 p.m. 
(CWT) for 16 stations in the net- 
work’s central time zone. 

In addition to the live “Opry” 
Saturday night shows, Ernest 
Tubbs and his Texas Troubadours 
tour towns in the area during the 
week, promoting Ralston Purina 
products. 

The troupe wears, in addition to 
traditional hillbilly costumes, 


famous red and white checker- 
board of Ralston Purina packages. 


Tied to Dialers 


Tubbs and his Troubadours 
sing, give shows, and distribute 
samples and entertainer photo- 
graphs that promote the company’s 
products. 

Mr. Chase said a group photo- 
graph of the “Opry” entertainers 
was offered to listeners at one 
time, but requests by mail were 
so heavy that a new offer—an 
album of performer pictures—will 
be handled and distributed di- 
rectly through Purina Chow deal- 
ers. 

The Ralston Purina sections of 
the “Grand Ole Opry House” are 
supervised by Mr. Chase and 
Charles Brown, Gardner Adver- 
tising Company, St. Louis, which 
handles the Ralston account. 


Tom Mix Also Scores 


In addition to the “Grand Ole 
Opry House Matinee,’ Shredded 
Ralston is on the air with the Tom 
Mix show (6:45 p.m. EWT) 
Monday through Friday, on ap- 
proximately 215 Mutual stations. 

According to Mr. Chase, the 
Tom Mix broadcast has the high- 
est Hooper rating for a daytime 
kid show, the largest male adult 
|}audience, and the largest kid 
audience. In addition, Mr. Chase 


shirts and kerchiefs* repeating the} - 


Advertising Age, July 9, 1945 


said, it boasts the second largest 
listener-per-set-turned-on audi- 
ence. 

Charles Claggett, vice-president 
of Gardner Advertising Company, 
won the 1945 Erma Proetz Award 
for his commercials on the Tom 
Mix program, 


Cellucotton Promotes 


George E. Darden, in charge of 
sales of the southern division of 
International Cellucotton Products 
Company, Chicago, has been ap- 
pointed to the new position of as- 
sistant general sales manager. G. 
S. Dunn, assistant eastern sales 
manager, will succeed Mr. Darden, 
R. J. Potter, sales development 
manager, has been placed in 
charge of the eastern division, suc- 
ceeding Paul Miller, who has re- 
signed. 


Sheehan Leaves WCCO 


Al Sheehan, assistant general 
manager of WCCO, Minneapolis, 
has resigned to form his own com- 
pany, Al Sheehan Company, to 
engage in all phases of show and 
talent operations. Offices will be 
at 504 Savings and Loan building, 
Minneapolis. 


ASK 
US / 


For Information On 


ELECTRICAL 
APPLIANCE 


DATA 


We are in constant touch 
with distributors and dealers 
of electrical merchandise 
throughout the Albany Area. 


We know their set-up. We 
have helped many of them 
in securing desirable con- 
tacts; and have helped man- 
ufacturers' representatives in 
finding good outlets. 


If the franchise for your 
product has not yet been 
placed in Albany, our serv- 
ices are at your command. 
Just ask us! 


The Times-Union is read 
by over 45,000 families 
each morning, and over 
95,000 families each 
Sunday. 


Wbany 
IM€S-UNION 
. DAILY and SUNDAY 
A HEARST NEWSPAPER 
Represented Nationally by 


HEARST 
ADVERTISING SERVICE 
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‘“THE HEARST PAPERS believe 


that America should be for 


Americans and that Americans 


should be for America.” 


HE above is from an editorial writ- 


ten by William Randolph Hearst 
on April 21, 1935, on the policy of the 
Hearst papers. 


That policy is more important today 


than it has ever been. 


This country was created by the 
Founding Fathers for those who be- 
lieved in it. 

Those who believe with all their 
heart and soul in the United States and 
its institutions are Americans. 

Those who do not, who came to this 


great land to substitute for our way 
of life, business, social and political, a 


Publisher 


European or an Asiatic way of life, 
are not Americans, of course. They 
should be deported to their countries 
of origin. 

And those misguided native Ameri- 
cans who have been infected by alien- 
minded subversive doctrines should be 
treated as political outcasts or be re- 
educated in our ways. 


Americans should be for America 
first, last and all the time, and that is 
the Americanism of the Hearst papers. 


This is one more reason why the 
Hearst papers are good papers for our 


readers and for our advertisers. 


THE HEARST NEWSPAPERS 
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Scheibner Ups Three; 
Adds Fashion Accounts 


Frances L. Cooper, formerly 
with Fairchild Publications, Los 
Angeles, has been appointed man- 
ager of the San Francisco office 
of Hugo Scheibner, Inc. She suc- 
ceeds Shirlee Petkin, who has been 
named public relations director 
and head of a new planning de- 
partment in the Los Angeles office. 
Fred W. Strauss, for the past year 
manager of the Los Angeles office, 
has been elected a vice-president. 

The agency has added the fol- 


lowing accounts: Boys’ Apparel 
Guild of California; Saks & Kay, 
women’s suits; Remco of Califor- 
nia; Byers of Hollywood; Bardon 
of Hollywood; Berton of Califor- 
nia, and Caroline Carlson, dresses. 


Hearst Salutes Reps 

Hearst Advertising Service is 
sponsoring a business paper cam- 
paign to inform readers about its 
representatives. Copy is devoted 
to their qualifications and con- 
cludes with the phrase, “Call the 
H-A-S Man.” Arthur Kudner, 
Inc., New York, is the agency. 


Spahn to Durstine 


Robert D. Spahn, former gen- 
eral manager of M. H. Hackett 
Company anq-° previously vice- 
president of Criterion Advertising 
Company, New York, has joined 
Roy S. Durstine, Inc., New York, 
as a vice~president. 


Remington Adds Accounts 


Wm. B. Remington, Inc., Spring- 
field, Mass., has added the ac- 
counts of Schmitz-Horning Com- 
pany, Cleveland, producer of wall 
decorations; Norwood Engineering 


Company, maker of industrial and 
municipal water filters, and Nor- 
wood Filtration Company, bever- 
age and dairy water filters, both 
of Florence, Mass. 


To S. A. Levyne 

S. A. Levyne Company, Balti- 
more agency, has announced the 
following staff promotions: Moran 
McKinless, to research director; 
Isabelle Buckner, assistant pro- 
duction manager; Annette Koer- 


ner, copywriter, and_ Siegfried 
Jacobson, cashier and_ general 
bookkeeper. 


.- 


a > 
oe After the war your big problem will 
be how to make enough cars to satisfy all 
the people who will be bidding for your 


194X models 

"Even so, 
cial effort 
established 
who kept on 
through the 


with fistfuls of war savings. 
I hope you will make a Spe- 
to earmark new cars for your 
customers—for the people 
buying new cars right 
thirties—for the habitual 


new car buyers who will keep your 
dealers exchanging cars for dollars 


7ops with tomorrow's Top Customers too! fry 


ADVERTISING OFFICES © NEW YORK @¢ 


ere, 
Wy, "thin 


14 reve pny 


year after year, war money or none. 


"People like uS are valued pretty high 
by the marketing men in motordom. We 
have the most stable dollars—the good 


jobs, So00q salaries, 


executive positions 


—and the steadiest stake in the nation." 


PEOPLE Like THAT READ TIME! 


Even today —after two years of gas rationing and no new car 
production —Tiye readers own 108 cars per every 100 families. 
And 8 out of 10 of these cars were bought brand new. 

TIME families’ cars are living on borrowed time —are already 
an average of 3 years older than when they would ordinarily 
be traded in. The best way to talk to their owners is through 
the pages of TimE—the magazine they say they prefer 7 to 1 


over all other magazines they read. 


tee 


CHICAGO * 


BOSTON 


PHILADELPHtA , CLEVELAND e 


DETROIT « 


SAN FRANEIBCO 
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ODT Ban Seen 
on Auto Show 
for This Fall 


New York, July 5.—Unless un- 
foreseen developments in the Jap- 
anese war occur in the next few 
weeks, the National Automobile 
Show will not be held in New York 
this fall, ADVERTISING AGE has 
learned, despite resumed produc- 
tion of new cars and despite publi- 
cation of reports that such a show 
might be held. 

Grand Central Palace, for many 
years the home of the show, is 
now an Army induction center. 
Alterations for show purposes 
would take several months. The 
Office of Defense Transportation 
has tightened still further its con- 
trol on civilian transportation. 
There may be modest exhibits of 
the new cars in New York and 
other major cities, it was said, but 
these would be local affairs. 

The National Automobile Show 
was held annually under the di- 
rection of the Automobile Manu- 
facturers Association and prede- 
cessor groups from 1900 to 1940, 
with the exception of 1918, when 
New York dealers sponsored a 
show here instead. Alfred P. 
Reeves, vice-president of the AMA, 
has long been manager of the 
show. Mr. Reeves is now on vaca- 
tion for several weeks. 

George M. Slocum of Detroit, 
publisher of Automotive News, 
predicted recently that an automo- 
bile show would be held in New 
York before the end of this year, 
with nine new makes of cars on 
display. 

“While all consideration given 
to the show project must be sub- 
ject to the needs for winning the 
war,” Mr. Slocum said, “there is a 
general feeling in the automotive 
industry that motorists should get 
a view of the new models as soon 
as possible. The public is ‘car 
hungry’ and I am sure that thou- 
sands would fiock to see the latest 
units.” 


A&P Plans Peach Spots 


Great Atlantic & Pacific Tea 
Company, New York, will promote 
the seasonal sale of ripe peaches 
July 11-13 and 25-27, using one- 
minute spot announcements thrice 
weekly on 45 stations throughout 
the areas where the peach crop is 
distributed. Agency is Paris & 
Peart, New York. 


‘Dispatch’ Adds Section 


The Dispatch, Columbus, O., has 
announced publication of a Sun- 
day rotogravure tabloid magazine 
section, with editorial content 
centered around Ohio people and 
events. Format will be a 1,000- 
line page, 15 by 10%4 inches, and 
up to four colors will be available 
to advertisers. First issue is ten- 
tatively scheduled for Oct. 7. 


To McKee & Albright 


Capt. James S. Montgomery has 
rejoined the staff of McKee & All- 
bright, Inc., Philadelphia, after 
three years’ service with the Army 
air forces. 


Lee Spring to Kerston 


Lee Spring Company, Brooklyn, 
has named Kerston Industrial Ad- 
vertising, New York, to handle ad- 
vertising, using business papers 
and direct mail. 


Spink Clay Appoints 

Spink Clay Company, Newport, 
Ky., has appointed Strauchen & 
McKim Advertising, Cincinnati, to 
handle its account. 


PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 

-. . Or something to wear, or just 
about anything. Here’s a market 
that really r nds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. t the facts on 
some of the success stories built by 


ri 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 
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Is there a NOSTRADAMUS i27 the house ? 


Four centuries ago there were no newspaper columnists to predict things to come. Instead, there was a French astrologer, 


Michel de Notredame, who wrote a book of rhymed prophecies that is still a best-seller. When reason quits, prophets flourish. 


~At CM&H we have worked out a system of prophecy that we recommend to everyone. If you learned 


before the war to do an essential peacetime job as well or better than anyone else, plan to do that job 
when peace returns and we predict your success. This is our postwar plan. Before manpower and material 
restrictions limited our operations, we made the finest engravings, on schedule, for advertisers and agencies 
from coast to coast. In spite of restrictions we have continued to make fine engravings, not always on 
schedule, for our customers. As restrictions are eased, we will improve service. In the meantime, we thank 


our customers for their friendly understanding. 


COLLINS, MILLER & HUTCHINGS Chicago Photo-engravers 
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NAEA Names Agency 
Group Under Egan 


With confirmation of the ap- 
pointment of James W. Egan Jr., 
New York Times, as chairman of 
the committee on advertising 
agency relations of the Newspaper 
Advertising Executives Associa- 
tion, Robert K. Drew, advertising 
manager of the Milwaukee Jour- 
nal, has announced the six mem- 
bers of the committee. 

They are Ken Dennett, O’Mara 
& Ormsbee, Inc.; Harry L. Hawk- 
ins, Philadelphia Evening Bulletin; 
Harry Cooper, Courier-Times, New 
Castle, Ind.; C. E. Phillips, Morn- 
ing Star, Rockford, Ill.; Robert C. 
Hall, Phoenix Republic and Ga- 
zette, and William Wallace 
Toronto Star. 


Elects Topeka Papers 


_ The Inland Daily Press Associa- 

tion has elected the Capital and 
State Journal, Topeka, Kan., to 
membership. 


FIC Throws Out 
Pricing System 
for Book Paper 


Washington, July 3.—A paper 
pricing system which dates back 
to the days of the ill-fated NRA 
was outlawed by the FTC today 
in a decision against the Book 
Paper Manufacturers Association 
and 42 _member manufacturers 
representing approximately 80% 
of the productive capacity of the 
entire industry. 

Winding up six years of liti- 
gation against an alleged con- 
spiracy to fix uniform prices for 
book paper in violation of the 
Federal Trade Commission Act, the 
commission order forbids manu- 
facturers to exchange price lists 
and other terms of sale through 


the Book Paper Manufacturers 
Association, or to quote prices 
based on differentials and stand- 
ards worked out in cooperation 
with other members of the in- 
dustry. 


Starts Action in 1939 


The FTC action, involving vir- 
tually all the large paper manu- 
facturers in the country, dates 
back to 1939 when a commission 
complaint charged that the trade 
association and members of the 
industry were using their old NRA 
“trade customs” as a basis for 
fixing uniform and arbitrary price 
differentials for each of the many 
variations in color, weight, size, 
finish and type of book paper. 

According to the commission, 
the firms were guilty of establish- 
ing uniform geographical zones, 
within which purchasers paid uni- 
form prices for the product of 
any member manufacturer. Among 
the practices which FTC men- 
tioned were: Uniform quantity 
brackets and uniform price dif- 
ferentials; uniform price relation- 


ship between spot and contract 
purchasers, and uniform § sales 
contracts. 


Reduced to Base Price 


In considering the use of base 
prices by the industry, the com- 
mission found that through the 
standard price differentials, char- 
acterized as “trade customs” 
through a zoning system, and 
standard quantity and grade dif- 
ferentials, price unity “in an in- 
dustry where thousands of differ- 
ent prices necessarily result from 
combinations of various factors” 
was reduced to the single element 
of base price. 

Once the base price was set, 
FTC said, the application of the 
controls determined the price paid 
by the purchaser for any of the 
various sizes, weights, finishes, 
colors or quantities of paper. 

FTC pointed out that its inter- 
est had been aroused by the long 
record of identical bids submitted 
to the Government Printing Office. 
From the FTC findings, it appeared 
that the situation came to a head 


With a gain of 81.5% in its all-day average Hooperating for the 
two year period ending in January, WSIX now has the best day- 
time Hooper of any Nashville station! That's why you can slap 
your sales message straight down the fairway every time you tee 
off at WSIX! And here are some additional reasons: WSIX offers 
the top shows of BOTH the AMERICAN and MUTUAL Networks 


- .. coverage—at a very low unit cost—of the booming, rich mid- 


dle Tennessee market where there are over a million potential 


buyers for your product. 


REPRESENTED NATIONALLY BY THE KATZ!AGENCY, INC. 
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Advertising Age, July 9, 1945 


when James F. Walsh, an author- 
ized representative of Allied Paper 
Mills, on the basis of giving up 
part of his commission, bid about 
1% under the prices set by Allied 
Paper Mills. 


Company Withholds Paper 


Walsh was low bidder on eight 
lots totalling 3,000,000 pounds of 
book paper, with other bidders, 
as many as 13 at a time, submit- 
ting identical bids, FTC said. 

Although Walsh was willing to 
take the reduced commission and 
Allied Paper Mills was to receive 
the same return as if he had made 
the authorized bid, Allied Paper 
Mills refused to fill the contract, 
FTC said, and it was only after 
considerable negotiation that it 
supplied part of the paper and the 
government was able to get the 
remainder elsewhere. 

Individual respondents named 
in the order are P. H. Glatfelter, 
chairman, treasurer and a member 
of the executive committee of the 
association; C. L. Barnum, secre- 
tary and assistant treasurer of the 
association; and larence A. 
Clough, Dwight R. Curtenius, G. 
K. Ferguson, Charles A. Gordon, 
W. H. Kenety, John R. Miller, F. 
Henry Savage, John S. Sensen- 
brenner, Roger D. Smith, L. G. 
Thomson and R. I. Worrell, all 
members of the association’s ex- 
ecutive committee. 


Standards Group Includes 


Consumer Goods 


To meet more fully the needs 
of government and industry in the 
postwar period, the American 
Standards Association, New York, 
has changed its constitution to in- 
clude standardization projects not 
only in the field of engineering, 
but also for consumer goods or 
“any other field which deserves 
national recognition.” 

Another change provides spe- 
cific mention in the association’s 
constitution of the consensus prin- 
ciple whereby “all groups with an 
interest in a particular standard 
have a right to a voice in its de- 
velopment.” A third change pro- 
vides for election to the board of 
directors of three members-at- 
large to “make it possible to en- 
list the services of outstanding 
persons from groups not otherwise 
represented.” 


Oust Keystone President 


The board of directors of Key- 
stone Steel & Wire Company, 
Peoria, Ill., has elected Reuben E. 
Sommer president to succeed W. 
H. Sommer, president since 1935, 
whom the board charged with a 
long series of acts deemed inimical 
to the best interests of the com- 
pany. Reuben E. Sommer will 
continue, also, as general manager. 


—_ 


ADVERTISING 
“ A HOME OF 


EVEN 
MAN WANTS 


Regardless of whether YOUR 
“dream home” is a cozy cottage 
or a magnificent mansion, you will 
want a copy of “How To Plan 
The Home You Want,” in your 
home idea file. 

Its 32 pages are packed full of 
valuable ideas in home design and 
new equipment that you will want 
to know about. 

Written by our own staff of ac- 
cepted authorities on all modern 
phases of home building—men and 
women whose lives have been de- 
voted to the building business, its 
eight easy-to-read chapters cover 
everything from financing to solar 
heating. 


Send for yuur copy today. 


PRACTICAL BUILDER 
59 E. Van Buren Street, Chicago 5 


at 25c I can’t lose—Send me “How To | 
! Plan The Home You Want.” 
‘ 
’ Name. | 
| Address. { 
( City State. ! 
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Apve RTISERS and the Chicago Daily News have, for many years, been 


identical twins in their thinking. Both have constantly sought the good will 


and patronage of the substantial families — the key-audience obtained by selected 


mass circulation—in the Chicago market. 


In this twin ambition — this twin relationship — both have succeeded. The 
Daily News has attracted for its following more than a million reader- friends. 
And, from the abundant means and desires of these people, Daily News adver- 
tisers have received profitable response. So profitable, that the Daily News has 


become nationally recognized among business executives as 
CHICAGO’S BASIC ADVERTISING MEDIUM 


For 44 consecutive years the Chicago Daily News has carried more Total Display 
linage, liquor omitted, than any other Chicago. newspaper — morning, evening or 


Sunday. The Chicago Daily News does not accept advertising for alcoholic beverages. 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO'S HOME NEWSPAPER 
iTS PLACE IN THE HOME IS ONE OF 


RESPECT AND TRUST 
NEW YORK OFFICE: 9 Rockefeller Plaza 
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TOTAL RETAIL SALES IN 
KVO0’S DAYTIME HALF-MILLIVOLT AREA 


98% 


as great as 
Entire State of 
OKLAHOMA 


This includes the bonus 
counties in Missouri, 
Kansas, and Arkansas, making the KYOO market the best buy 
in OKLAHOMA — truly Oklahoma's No. | Market. 


News Dep't Changed as 
Johnstone Leaves Net 


With the resignation of G. W. 
Johnstone as director of news and 
news features of the American 
Broadcasting Company, the name 

of the department has been 
changed to news and_ special 
events, with new directors heading 
each division. 

Thomas Velotta, former assis- 
tant to Mr. Johnstone, will direct 
special events, while Richard 
Tobin, editor of American’s 
“Headline Edition,” will direct the 
news” division. "John Madigan, 
manager of the New York news 
room, will become national news 
editor. 


Paul Herold Rejoins 
Albert Frank Agency 


Paul J. Herold has resumed his 
association with Albert Frank- 
Guenther Law, Inc., begun in 1905 
when he was the first manager 
of the agency’s Boston office. He 
has since been in the investment 
security business, and rejoins the 
agency as manager of the new 
business department in New York. 


Mr. Herold, who started in the 


agency business as office boy for 
B. Erickson Company, New York, 
now McCann-Erickson, Inc., was 
with Hale, Waters & Co., Boston 
investment underwriter, from 1926 
to 1932, and for the past several 
years has been with Pflugfelder, 
Bampton & Rust, New York rail- 
way reorganization specialist. 


Erwin, Wasey Office 
Adds Four Accounts 


Erwin, Wasey & Co. of the 
South, Oklahoma City, has added 
the accounts of the Fleming Com- 
pany, Topeka and Oklahoma City 
food manufacturer, which will use 
a radio and newspaper campaign 
beginning this month; and Board- 
man Company, steel products; 
American Body & Trailer Com- 
pany and Carson Machine & Sup- 
ply Company, all of Oklahoma 
City, using business papers and 
direct mail, 


Bailey to ‘Men’s Wear’ 
Perkins H. Bailey, with Talon, 
Inc., since 1934, has been ap- 
pointed director of fashion mer- 
chandising and fashion promotion 


for Men’s Wear, New York. 
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Plastics Industry Yechnicol Institute «+ 
Yale Forestry School » Yale University + Connecticut College + Wilmington institute + University of Florida + Georgia Scho 
: American School * Armour Institute of Technology * 


School of Desigr gn 


Modern Plastics recognizes that today’s 
plastics students will be tomorrow's plastics 
engineers, technicians, executives, purchas- 
‘ing agents. The seeds of plastics guidance 
which the magazine now sows will reach the 
harvest stage when these young men take 
their places in the field. 


Modern Plastics Magazine is proud of that 
portion of its circulation which goes to col- 
leges and universities—proud of the important 
reference value attached to the publication by 
hundreds of America's leading institutions. 


One college, in outlining its course . . . 
“Plastics for Industrial Use”. . 
Modern Plastics as an important reference 
book — describes it as follows . . 
Plastics”... 
ment. Deals with all phases of the 
plastics field. Many illustrations in 
color. As necessary as a text book.”’ 


Advertisers with eyes upon the future of the plastics 
industry will do well to cultivate this young blood 
sector of Modern Plastics virile A.B.C. circulation 
in addition to taking full advantage of Modern 
Plastics complete coverage of the plastics 

industry and plastics users. 


LASTICS MAGAZIN 


University of Colorado 
‘Manchester State Trade School 


+ 


University of Chicago 


. lists 


. “Modern 
‘Excellent, up-to-date treat- 


PUBLISHED BY MODERN PLASTICS, 
122. EAST 42nd STREET. 
Chicago + Washington: « 


NEW 


nae grle fochaldet tastiteta a 
‘Jordan School * Long Beach Junior College + Woodrow Wilson School + Los Angeles City College * Loyola University of Los Angele 
niversity of California at Los Angeles + University of Southern California « Frank Wiggins Trade School + California institu 


San Jose State College + _% University of Denve 


Boston University, College of Liberal Art 


idelphia College of Pharmacy & Science 
international Correspondence Schoo 


North Carolina Stote Colleg 
University of North Dako 
School of Science, North Dako 


Pittsburgh School of Plastics 


University of North Carolina 
Pennsylvania State College 


_ West Virginia University 


MEMBER AUDIT BUREAU 
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¢ New Britain Institut 


Bradle 
¢ University of Mine 


Franklin tnstitute 
Lenoir Rhyne Colleg 
Spring Garden Instity 


University of Pittsburgh 


University of Wisconsin 
Layton School of Art 
Central Technical School 


OF CIRCULATION 


INC. 
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KPO Proves 
There Is ‘News 
in Advertsing’ 


San Francisco, July 3.—Station 
KPO, 50,000-watt NBC affiliate, 
has begun its third year of broad- 
casting its quarter-hour Sunday 
morning program, “News in Ad- 
vertising,” which has been widely 
recognized as excellent institu- 
tional promotion for the advertis- 
ing business. 

Although the program has been 
heard over KPO and 17 other NBC 
Pacific Coast network stations 
only, advertisers and agency ex- 
ecutives throughout the nation 
have recognized it as one of the 
most effective steps ever taken to 
boost public appreciation of adver- 
tising and to counteract occasional 
campaigns to un-sell’ the public 
on the industry. 

The program follows the pattern 
originally developed by John W. 
Elwood, KPO’s general manager: 
Advertising copy exactly as it ap- 
peared in magazines, newspapers, 
radio programs and other media 
furnishes the material for “News 
in Advertising.” About 10 adver- 
tisements, each chosen for news, 
human interest or dramatic value, 
are featured in each broadcast. 


Pulls Fan Mail 


Hundreds of letters acclaiming 
the program in the past two years 
attest, KPO executives state, to 
the correctness of their original 
belief that there is important news 
in good advertising. Over a long- 
term period, they say, the program 
can achieve the following effects: 
Create an ever wider and more 
intelligent interest in good adver- 
tising; 

Point up the fact that sound ad- 
vertising is one of the best pro- 
tectors of the American way of 
doing business; 

Add strong support to those who 
contend that good advertising has 
a valuable effect on the daily lives 
of people; 

Give to business men and con- 

sumers an objective look at ad- 
vertising, and show how good, créd- 
ible advertising can and does work 
for their benefit. 
The show goes over the air at 
8:45. PWT, Sunday mornings from 
KPO and is broadcast a quarter- 
hour later by the other western 
NEC stations. 


Herbert Joins WNEW 


Ira M. Herbert, formerly as- 
sistant director of sales for WHN, 
New York, has been appointed 
national sales director of WNEW, 
New York. Mr. Herbert will be 
succeeded at WHN by Arthur M. 
Tolchin, who has been with the 
station’s sales staff for eight years. 
Previously he was account execu- 
tive at WOR, New York. 


PRINTING 


AITHORN service is 
grok otaiag oti ng 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Whitehall 2300. 


r 


Faithorn Corporation 
400 N. Rosh St., Chicage 11, Minois 


A Complete Day and Night Service for 
Advernsers and Advertising Agencies 


| 
ee 
= { 
K A NGS AS \ a a 
ek | 
\ p \ 
o wk UN WO M & | 
. : ¥ | $0,000 WATTS ~~ 
. ew jqTULSA, OKLAHOMA ~ 
Shem eT ma 
PR OS IE Th iE. Ste Os a 
4 . ? 
| a is | 
‘ “University of Cineinnath | 
John Carroll University 
, Case School of Applied Science © 
| fee oT Fenn College 
F 4 Ohio State University” 
- Y. M. C. A’Cellege - 
; ' Mine Usveee | 
Antioch College”. | 
: Oklahoma A & M College © 
| —-s- Oregon State College — | 
. Plasti University of Oregon — 
s . : Lehigh University. 
: “ “> Grove City College ” 
Bs e omas N. Hart School ward Bok Vocational School 
< _ University of Michigar See Drexel Institute 
i - Cranbrook Academy | “> _¥riends Central School 
_ | Henry Ford Trade Sct “ Js p : | 
- _ Detroit Institute of | < 5 | 
_ Wayne University — os : | 
™ Michigan State Colle ee Temple University © P| 
" . Ne Carnegie Institute of Technology — 
: . caer a resae Poe S | 
_ $t. Paul Vocational $ tts be : | 
a _ University of Missour a _ - 
+e _ The Kansas City Art In: a. Swarthmore College — | 
i Missouri School of Mine oe Clemson College _ | 
ae » Weshington University — Fé ead __ University of South Carolina — | 
ae - Rolla Schoo! “, Ye = Walvernity of teswonees 
ie Billings School ‘ ” se Goodwyn lncieute < 
ea r q ZB. , — University of Texas — 
ws : ook. && M College of Texas — ee 
ie | — Baylor University — 
a | . of Mines & Metallurgy, Texas | 
ie | 4 fexas Technological College — 
: New York Technical Institute e fowa State-College 
University of Utah | v 
7 Princeton University” 
- «University of Virginia Ay (2) 
a _ Virginia Military Institute — ~ Wr 
‘ | _ University of Washington — > a“ 
= Yakima Valley College _ q, A 
é f | 2 A | 
aa a Ecole Polytechnique — 
e Engineering institute of Canada 
“t ae Montreal Technical School — 
Pe ye: rsity, Palestine - Queen’s University | 
a seal College, Scotiand < McGill University — 
- 4s University » University of British Columbia _ 
Re _. College, England + Sir George Willioms College . 
7 _aiversity, New Zealand + School of Mines, Australia — 
: : 
: i ° 


©, 1945 Esquire, ine. 


delivers 
exceptional 


results for 

leading 
toiletries 
makers 


Esquire also delivers excep- 
tional results for national 
advertisers of many other 
products in virtually every field. 


€a.quire puts a man in the mood to buy 


and millions of women, to 
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RCA Appoints 
Teegarden, Elliott 


L. W. Teegarden, manager of 
commercial activitiés of the RCA 
tube and equipment department 
of Radio Corporation of America, 
has been appointed general man- 
ager of the new tube division of 
the company. 

Joseph B. Elliott, formerly gen- 
eral sales manager of Schick, Inc., 
Stamford, Conn., has joined RCA 
as general sales manager of the 


EYE’ CATCHERS 


World’s 
greatest col- 
§ lection adv. 
photos. All lines business 
. « . all situations. Top 
models . . . fine photog- 
raphy. Multiplies pull of 
promotions. Shot new 
each month. 10,000 sub- 
jects available. Money 
saving subscription plan. 
NOT STOCK PICTURES. 
FREE proofs and details 
on request. No obliga- 
tions. No salesmen. 
EYE*CATCHERS, Inc. 
10 E. 38th Street 
New York 16, N. Y. 
TREE AGES AROCOETE EN Y ASAEE 


home instrument division. Mr. 
Elliott was at one time sales man- 
ager in charge of radio, radio- 
phonograph and television sales 
of RCA, 


Fessler to Pierce Watch 


Edward I. Fessler, formerly as- 
sistant advertising manager of 
Benrus Watch Company, New 
York, has been appointed advertis- 
ing and sales promotion manager 
of Pierce Watch Company, New 
York, 


Randolph Leaves ANPA 


Julian Randolph, research man- 
ager, Pacific Coast division, Bureau 
of Advertising, ANPA, has resigned 
to engage in business as a con- 
sultant in advertising and re- 
search at San Francisco. His of- 
fices will be in the Monadnock 
Bldg. 


Grinstead Is Copy Chief 

M. W. Grinstead has been ap- 
pointed copy chief of Weiss & Gel- 
ler, Chicago. He will also continue 
to serve as account executive on 
the Sonora Radio & Television ac- 
count. 


Heads Chicago Execs 


Karl D. Franke, sales and ad- 
vertising manager of Hydrox Cor- 
poration, Chapell Ice Cream Com- 
pany and Thompson Ice Cream 
Company, operating companies of 
National Dairy Products Corpora- 
tion, Chicago, has been elected 
president of the Chicago Sales 
Executives Club, Other officers are: 
Henry L. Porter, sales promotion 
manager, Standard Oil Company 
of Indiana, and J. S. Strecker, dis- 
trict manager, appliance sales, 
General Electric Company, vice- 
presidents; G. T. Morrow, vice- 
president in charge of sales, Cur- 
tis Lighting Company, treasurer, 
and Russell G. Davis, vice-presi- 
dent and general manager, indus- 
trial gear division, Foote Brothers 
Gear & Machine Corporation, sec- 
retary. 


KOIL Joins American 


KOIL, Omaha, currently a CBS 
affiliate, on Nov. 1 will join the 
American Broadcasting Company 
as a basic affiliate. Owned by Cen- 
tral States Broadcasting Company, 
KOIL operates on 1200 kc., 5,000 
watts. 


WANT 70 KNOW 
_, \about GREATER OMAHA 
| BUYING HABITS ? | 


There are 82,826 Families inthe Greater Omaha Market. 


Wouldn’t you like to learn what foods, soaps, 


drugs and beverages these families are buying— 


and where? 


automobiles, homes and equipment? What their 
general habits are—how often they eat out, 
where they will go on their post-war vacations? 
On what day of the week they do most of their 
grocery buying? What type of store they favor? 


COVERS NEBRASKA AND S.W. IOowA\ 


What they prefer in appliances, 


maha 


just off the press. 


~ 
WBS RSE UF 


You'll find the answers to all these questions 
—and many more—in the new, first edition of 
the Omaha World-Herald Consumer Analysis, 
It will definitely help you 
do a better advertising and selling job in this 
great Nebraska-southwest Iowa market. 


Executives may secure copies free of charge. 
Simply address your request to our National 
Advertising Department. 
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OWNERS AND OPERATORS OF RADIO STATION KOWH 


WORLD-HERALD 


National Representatives, O'Mara & Ormsbee, Inc. 


New York. Chicago, Detroit, Los Angeles, San-Francisco 


Net Paid Circulation, May, ‘45, Average—Daily 208,467, Sunday 210,819 


S/Sgt. Allan J. Copeland, former ad copywriter of the Chicago 
Tribune, is now em-ceeing a comedy and music unit which enter- 
tains hospital patients at an advanced island outpost on the road to 
Tokyo. Organized by the Army garrison force special service 
office, the troupe tours the wards three times a week and also offers 
a one-hour variety show each week to the G.I.s of the area at out- 
door positions throughout the island... 

Gafford’s Girl, the golden retriever belonging to Jack Gafford, 
nat’l ad mgr. of the Chicago Sun, won three ribbons at the Skokie 
Valley Kennel Club’s show held a couple of weeks ago. . . Eunice 
Biggar of the nat’l ad dept. of the Journal-Times, Racine, Wis., was 
married June 16 to Maj. Franklin O. Anders... 

Richard C. Morrisey, western sales mgr. of New York Subways 
Advertising Co. in Chicago, became a proud grandpappy recently, 
when a girl named 
Suzanne became the 
daughter of Lt. Dick 
Morrisey Jr... Army 
pilot who formerly 
worked for F. W. 
Dodge Corp... 

William Alexander 
Cornish, assistant 
commercial program 
mgr. of Mutual, and 
Mrs. Margaret Laden 
Cameron were mar- 
ried at Bedford, N. Y., 
on June 20... On the 
same day, James M. 
Cecil, pres. of Cecil & 
Presbrey, married 
Mrs. Tamara Scott at 
Fifth Avenue Presby- 
terian Church in New 
SGre:. «2 

Harold R. Peters, 
v.p. and comptroller of McKesson & Robbins, and Mrs. Peters have 
announced the engagement of their daughter, Priscilla, to Midship- 
man Howell K. Cargile of Medford, N. J., now attending midship- 
men’s school at Brown U. after nine months’ service with an am- 
phibious force in England. . . Dorothy A. Reeder, daughter of G. 
Allen Reeder, Carstairs’ ad director, was married June 28 at the 
Church of the Epiphany, New York, to Capt. Charles B. Sudborough 
of the Army... 

Ralph Leavenworth, v.p. of Fuller & Smith & Ross, Cleveland, 
has been elected to the board of trustees of his alma mater, Ham- 
ilton College, Clinton, N. Y. Other well known admen who are 
alumni of Hamilton are Alex Osborn of BBDO; Lou Brockway, 
Y&R, and Lee Bristol of Bristol-Myers. . . 

The Writers’ War Board has chosen as its July ‘““‘War Script of the 
Month” a documentary by Arnold B. Hartley, WOV’s director of 
programs, entitled “Loving Cups for Murderers.” .. June 25 issue 
of Life and current copy of Look carry a Heinz ad featuring AA’s 
exec. ed., Mike Hughes, and his family in the cellar of their Free- 
port, L. I., home, in which Mike, Mrs. Mike, 5-yr.-old Alice, and a 
neighbor’s boy are shown picnicking. Piece de resistance is Heinz 
tomato chowder. Heinz July ad will feature Mike Jr. and a group 
of friends. Both were photographed for Maxon, Inc., Heinz agency, 
by Allen Gould, who shoots the whole series. Only member of the 
family not included is Tommy, who just arrived in L. I. from his 
grandparents’ Colorado home... 

Nathan H. Seidman, pres. of the Inter-Racial Press of America, 
is newly-appointed chairman of the foreign language press div. of 
Bruce Barton’s public 
relations div. of the 
New York Nat] War 
Fund. Mr. Seidman 
held this post in pre- 
vious USO and war 
fund campaigns... 

Elizabeth Flannery, 
who heads her own 
agency in New York, 
will conduct the sum- 
mer courses at NYU 
in retail copywriting 
and retail stores sales 
promotion... 

Ray G. Orwig, ad 
salesman with Na- 
tion’s Business, and 
Ann Tappins, Chicago 
manager of The Essig Company, Los Angeles, were married June 
23 in a private ceremony at the Fourth Street Presbyterian Church, 
Detroit... 

Maj. Gen, Edward Peck Curtis, chief of staff of the U. S. Army 
strategic air forces in Europe, on leave from duty as motion picture 
sales mgr. of Eastman Kodak Co., Rochester, is home on a two- 
week furlough before going to Washington for reassignment. . . 
Julian Gross, head of his own agency in Hartford, Conn., is the new 
v.p. of the New England district of the American Public Relations 
ASSU. ... 

Merlin H. Aylesworth, former NBC pres. now turned lawyer, and 
Caroline Andrews McEnteer of Clarksburg, W. Va., were married 
July 1 at Fort Collins, Colo. After a week’s honeymooning at Colo- 
rado Springs, the couple will return to New York. . . James P. 
Gagin, ad mgr. of Chain Store Age, celebrated his 25th wedding 
anniversary June 26th. . . Eighty-year-old Frank E. Morrison, the 
top war bond salesman of the Advertising Club of New York, is 
aiming at a personal quota of $300,000 after passing an original 
mark for the Mighty 7th of $150,00C. And all through sales to the 
club membership only. . . Dorothy Cocks, Lehn & Fink ad. mgr., is 
on a month’s vacation at her 30-acre fruit orchard in Maine... 


AD-GOLFERS—Association leaders at the recent 
golf tournament of the Chicago Industrial Adver- 
tisers Association are, left to right: Fred Jones, ad 
manager of Creamery Package Mfg. Co., retiring 
president of the group; Keith J. Evans, ad mana- 
ger of Inland Steel Co., founder of NIAA, and 
James R. Kearney Jr., NIAA president and presi- 
dent of James R. Kearney Corp., St. Louis. 


PRE-CELEBRATION — At an impromptu cocktail 
party at the Vanderbilt, New York, David S. Hopping, 
left, director of sales and development, Celanese 
Plastics Corp., and Jesse Ellington, president of 
Ivey & Ellington, help Harriet Raymond, ad mana- 
ger of the Celanese Corp., celebrate her new 
honor as Josephine Snapp Award winner (AA 
June 25). 
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Editorialized advertising column — 
what's what in a man's world of buying . 


POCKET NO. 7,333,594 Circulation for $684 per week, including all production 
costs. (For minimum of 42-line write-up.) 


POCKET NO. Sunday newspaper coverage of 23 East-Central key markets, 
plus original and distinctive merchandising mailings which are made 
to Retail trade. Retailers are informed of the products mentioned 
in Phil Sasser’s column. 


New York Herald-Tribune | Minneapolis Tribune St. Paul Pioneer Press Toledo Times 
Chicago Tribune Cincinnati Enquirer Des Moines Register Worcester Telegram 
Philadelphia Inquirer Indianapolis Star Kansas City Star Bridgeport Herald 
Detroit News Buffalo Courier-Express Milwaukee Journal Syracuse Herald-American 
Boston Post Dayton News Omaha World-Herald Wichita Beacon 
Washington Star Charleston Gazette Columbus Dispatch 
(Southern and Pacific groups to be added later) 
POCKET NO. Personalized third person selling to a confidence-cultivated audi- 


ence. “BUY-LINES For Men Only” by Phil Sasser, like sister Nancy’s 
column for women, will specialize in ideas, news and gossip about 
good merchandise—right where men will read it on sports or main 
news pages. 


POCKET NO. © Exclusive write-up of your product on the Sundays you schedule. 
(Personna Blades, Otis Underwear, Fleet’s CHAP STICK, Seaforth 
Toiletries and Dr. Scholl’s Solvex are among the first manufacturers 


of men’s products to sign for their exclusive 


. duct franchises in “BUY-LINES F 
How to “rack ‘em up” for your 4-pocket “break” )) Men Only.”) 7 wad 


All you do is sign up for 6 to 52 insertions (minimum , : 
42 lines, vanlaan 90 of "aditorial" cece If yar behind the 8-ball 
dations of your product and send us a de- getting space — 
scription of its features. We write the copy, remember Phil and Nancy Sasser have 
subject to your or your agency's ap- space already reserved for ‘BUY- 
proval, and we handle and pay for LINES For Men Only" and "BUY- 
all production. That's all . . . ex- LINES by Nancy Sasser" in news- 
cept a bill that's as low as $684 papers covering key markets. 


per insertion for 7,333,594 
circulation. Subject to reg- 
ular agency discount. 


For full particulars, see listing under ''Edi- 
torialized Advertising" in the Newspaper 
Section, or under BUY-LINES in the Maga- 


fil Women zine Section of Standard Rate and Data, 


iy | nen Il the nearest BUY-LINES Office. 
by BUY-LINES » —ie 


i271. Madison Avenue, New York 16, N. ¥. 
369 N. Michigan Avenue, Chicago 1, Iii. 
235 Montgomery St., San Francisco 4, Calif. 


Phil Sasser == = Nancy Sasser i 
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Issue New Haven 
Car Card Report 


New York, July 5.—The Adver- 
tising Research Foundation will 
release on July 9 Study No. 2 in 
the Continuing Study of Trans- 
portation Advertising, based on 
1,608 completed interviews in New 
Haven. 

Like the previous study on 
Newark, said A. W. Lehman, man- 
aging director of the foundation, 
this report provides information 
not only on the general character- 
istics of the audience and its rid- 
ing habits, but on the number of 
people who saw specific ads during 
a 30-day period. The first year of 
this continuing study will be com- 
pleted soon with issuance of re- 
ports on surveys made in Cleve- 
land and Detroit. 

Advertisers participating in New 
Haven were Ballantine beer, Cat’s 
Paw rubber heels, First Federal 
Savings & Loan Association of 
New Haven, Fleischmann’s yeast, 
Malley’s department store, Mar- 
chand’s hair rinse, Nucoa marga- 
rine, Pepsi-Cola, Southern New 
England Telephone, United Il- 
luminating Company, Wheaties 
cereal and Wrigley’s gum. 


CBS Stations to Hold 
Program Clinic July 11 


Representatives of 22 western 
CBS stations have been invited to 
attend a Program Managers’ Clinic 
at Columbia Square, Hollywood, 
July 11 to 13. The program is 
under the supervision of Donald 
W. Thornburgh, CBS vice-presi- 
dent in charge of the western di- 
vision, and general manager of 
KNX, Los Angeles. 

On the agenda are study panels 
devoted to the CBS program ana- 
lyzer and diary study, analysis of 
daytime programming, sound ef- 
fects, handling of news, script 
writing and community service 
programs. 


“They say that 
swimming promotes 
grace and poise. 
But did you 
ever look at 
a duck? 


Exclusive 
National 
Representatives: 
er ae 
WCKY 
KDAL . 
WDAY 
WISH Indianapolis 
WJEF-WKZO....Grand Rapids-Kalamazoo 
Gi ede rikcs obed CONE ESA Kansas City 
EY. 655.:5.0046.00008eenasene ees Louisville 
EE 04.5 car aeanedae Minneapolis-St. Paul 
EE. 044.5 ac4.00 «eben eabebane Peoria 
er a eee St. Louis 
RE Riss Sat vA che an Saea ceeease Syracuse 
IOWA 
ME ha d05 508 60 4des nese ar Vee Des Moines 
i QePAPerrrrricr rrr Davenport 
EP or ee eer eet OF Shenandoah 
éa0 5 c0Gae eo INMENEae + aes Baltimore 
Charleston 
ereoe Columbia 
agen s sates 54.0 <M oe eel Raleigh 
eer Ts  YePrriT ere tre Roanoke 


RP ee ae eee a Albuquerque 
eT «. Wine ea Ghas cocdeenaad Brownsville 
PR eee re Corpus Christi 
DE. cormel i dake }oe aa ewenbn xa Houston 
ER o's.on 4.40 000RG5R0000EE Oklahoma City 
EE Sonandcedada a vtOe ins tekapwekie Tulsa 
PACIFIC COAST 
Pre or rere rr rr errr Portland 
PR ee ee eee Seattle 
and WRIGHT-SONOVOX, Inc. 


e 
For latest radio information, call 


FREE & PETERS, nc. 


Pioneer Radio Station Representatives 
Since May 1932 


CHICAGO: (80 No. Michigan...... Franklin 6873 
NEW YORK: 444 Madison Ave...... Plaza 5-4130 
ATLANTA: 322 Palmer Bidg.......... Main 5667 ¢ 
SAN FRANCISCO: iI! Sutter........ Sutter 4353 


HOLLYWOOD: 638! Hollywood Bivd.Hollywood 2151 
DETROIT: 645 Griswold St......... Cadillae 1880 


Issues Point-of-Sale Aid 


Kay, Inc., New York, creator of 
Kay displays, has published a 


booklet entitled “Building a Com- 


prehensive Point of Sale Program 
—Objective Domination,” outlin- 
ing methods of building an inte- 
grated point-of-sale program. A 
limited number are available for 
examination from the company at 
9 E. 40th St., New York. 


Two Name Olian 


R. A. Briggs Mfg. Company, 
Chicago, maker of household tex- 
tile products, has appointed the 
Chicago office of Olian Advertis- 
ing Company as its agency. Na- 
tional magazines will be _ used. 
Olian’s St. Louis office has been 
named to handle advertising for 
Alvey Conveyor Mfg. Company, 
St. Louis. 


2,000,000 Co-op 
Cigarets Monthly 


Reach Consumers 


Chicago, July 3.——A total of 
2,000,000 Co-op cigarets are being 
distributed monthly by National 
Cooperatives, Inc., on the basis of 
a “rationing” system to regional 
cooperatives as determined by 
patronage records and advance 
ordering. 

The distribution, first made in 
May, is handled by Hugh E. Bo- 
gardus, head of National’s grocery 
department. Co-op advertising 
copy réads, “Co-op cigarets are 
made of quality domestic tobaccos 
—expertly blended to give a mild, 
gratifying smoke. Except for the 
lack of ballyhoo, they will be 
found to differ very little from 


brands of more widely heralded 
renown. 

“Affording the same degree of 
enjoyment to those who relish 
smoking a good cigaret, they con- 
tain, as_ well, about the same 
amount of nicotine and other in- 
gredients generally believed to be 
injurious to health. 

“Selected to carry the Co-op 
label by consumer employes, Co-op 
cigarets are distributed on a not- 
for-profit cooperative basis. If you 
enjoy a cigaret, you’ll enjoy a 
Co-op.” 


Advances Closing Dates 
Effective with the September is- 
sue, Electrical West, San Fran- 
cisco, has announced new closing 
dates on the 10th of the month 
preceding date of issue for copy 
to be set, and the 15th of the pre- 
ceding month for complete plates. 
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Flannery to Compton 


Vaughn Flannery, until four 
years ago art director and a mem- 
ber of the plans board of Young & 
Rubicam, New York, has joined 
Compton Advertising, New York, 
as consultant to the agency’s art 
department. For the past four 
years Mr. Flannery has published 
the Hartford Gazette, Bel Air, Md., 
and is chairman of the American 
Weekly Newspaper Publishers’ 
Council, a research organization. 


Group Reelects Jae 

James F. Jae, circulation man- 
ager of the St. Louis Globe-Demo- 
crat, has been reelected president 
of the International Circulation 
Managers’ Association. All other 
officers and directors also were re- 
elected at a special session which 
replaced the annual convention. 


“This is it, Bill. That tip we got 
from Iron Age was the clue to 
the whole solution. Tell the boys 
they can go ahead with that 


order . 


eyerything they want." 


. this alloy will do 
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CAB Reports 
Peak Listening 
Sunday Nights 


New York, July 3.—Of the first 
15 nighttime programs having the 
greatest number of listeners per 
listener family, 11 are broadcast 
on Sunday, according to the spring 
1945 audience composition report 
released by the Cooperative Anal- 
ysis of Broadcasting, which rounds 
out its first year of analyzing the 
family radio audience. 

The report shows the greatest 
number of listeners is reached 
between 7 and 7:30 p.m. on Sun- 
day night. The Kate Smith show, 
sponsored on CBS by General 
Foods Corporation, averaged three 
listeners per family, the greatest 
number per listening home in the 


spring report. Next was the “Fitch 
Bandwagon” on NBC for F. W. 
Fitch Company, rating 2.9 listen- 
ers per listening family, followed 
by the leading quarter-hour pro- 
grams with an average of 2.6 
listeners—Drew Pearson and Wal- 
ter Winchell, both on the Ameri- 
can Broadcasting Company, for 
Serutan Company and Andrew 
Jergens Company, respectively. 
Programs drawing the most men 
listeners — 1.1 per home — were 
Drew Pearson and Gabriel Heat- 
ter, sponsored on NBS by H. B. 
Semler Company and Zonite Prod- 
ucts. Women listeners—1.5 per 
listener - family — preferred Kate 
Smith, Nelson Eddy on CBS for 
the Electric Companies, and the 
Prudential Life Insurance Com- 
pany’s “Family Hour.” “Terry and 
the Pirates,” on ABC for Quaker 
Oats Company, ranked highest 
with children, with an average of 


1.4 children listeners per listening 
family. 


Doubleday Appoints 
Doubleday, Doran & Co., New 
York, has appointed J. M. Mathes, 
Inc., to handle advertising for the 
Blakiston Company line of books 
sold in syndicate and _ variety 
stores. Only newspaper advertis- 
ing will be used in Boston, New 
York and Philadelphia, at first. 
Account was formerly handled by 
Walter E. Thwing, Inc., New York. 


CCA Membership Grows 


Membership in Controlled Cir- 
culation Audit, Inc., now totals 
352. Of this number, 171 are pub- 
lication members, 135 are adver- 
tiser members, 37 are agency mem- 
bers and nine are applicants for 
membership. 


National Carbon 
Appoints Esty 


“New York, July 5.—William 
Esty & Co. was appointed this 
week by National Carbon Com- 
pany, a subsidiary of Union Car- 
bide & Carbon Corporation, as its 
third advertising agency in 24 
years. 

The $1,000,000-a-year National 
Carbon account will be transferred 
from J. M. Mathes, Inc., which 
has had it for more than 11 years, 
to the Esty agency on Aug. 24. 

About $450,000 has been spent 
annually by the company in a 
consistent year-round campaign in 
magazines and in some Sunday 
comic supplements for Eveready 
flashlights and fiashlight and radio 
batteries, and about $450,000 in a 
seasonal fall-and-winter campaign 


Lloyd “R” first became interested in metals when, 
as a youngster, he read about our hardy forefathers 
melting and pouring lead for bullets. The idea of 


making hard substances work for you— and the 
limitless possibilities in all the different metals and 
alloys — fascinated him. It still does. That’s why 
he’s one of the country’s top metallurgists today. 
When, for example, the tool engineers call him in 
for a conference and present him with a set of tough 
specifications, they know he’ll find the answer — if 


there is an answer. 


One reason Lloyd is so valuable is that he keeps 
on top of all new developments. And he’s quite 
frank in giving a lot of the credit to The Iron Age (of 


the 100,000 Iron Age readers, 25,000 are engineering 
executives like Lloyd). For he has found that The 
Iron Age gives him a breadth —a sweeping, up-to- 
the-minute picture of the entire industry — that he 
could obtain in no other way. 


of 
a Moo 


Here is a breakdown . . 


~~ s ® 


i” 
i} 


Who Reads The Iron Age? 


. ascertained (1) by reader routing 
slips which contain reader names and titles furnished 
company subscribers, and (2) by writing letters periodically 
asking who reads The Iron Age. Average readership per 
copy is 5.5 persons. 


by 


Administrative Executives Presidents, Vice-Presidents, 


“T finally had to get my own Iron Age subscription,” 
he says with a smile, ‘‘because I’m such an inveterate 


‘clipper.’ But that $8.00 a year subscription is the 


best investment I could make.” 
Enthusiastic loyalty like this among the 100,000 


key men of metalworking, last year led 1,028 adver- 


tisers to place their messages in the pages of The 


Iron Age. They know it pays dividends. 


The case of Lloyd “‘R” presented here in fiction form is based 
on the established facts of Iron Age readership by 25,000 engi- 
neering executives. Any likeness to any actual person is neither 
intended nor should be interpreted as such. 


H. K. HOTTENSTEIN 
1134 Otis Building 
Chicago 3 
Franklin 0203 


R. M, GIBBS 
428 Park Building 
Pittsburgh 22 
Atlantic 1832 


100 East 42nd Street 


Sales Executives... . .. 
Key Men (Titles omitted b 
Total Readers . . 


‘l'reasurers, 


Comptrollers, General 


Managers, 
See 


Engineering Executives Chief Engineers, Mechanical 


and Maintenance Engineers, Design and Research 


Engineers, Metallurgical Engineers, Tool Engi- 


neers, Master Mechanics, Supervisors 


Production Executives Works Managers, 


25,000 
Superin- 


tendents, Production Managers, General Foremen, 


Standards, Methods, Inspection . 


Purchasing Executives. . 


/ 
. 


REPRESENTATIVES 


ROBERT F. BLAIR 
1016 Guardian Building 
Cleveland 14 
Main 0988 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42d Street 
New York 17 
Murray Hill 5-8600 


PEIRCE LEWIS 
7310 Woodward Ave. 


Trinity 1-3120 


B. L. HERMAN 
Chilton Building 
56th and Chestnut Sts. 
Philadelphia 39 
Sherwood 1424 


Detroit 2 


.. « 297,000 
11,000 
7,000 


ut belong in above groups) 9,000 


100,000 


R. RAYMOND KAY 
2420 Cheremoya Ave. 
Los Angeles 28 
Granite 0741 


D. C. WARREN 
P. O. Box 81 
Hartford 1 
Hartford 3-1641 


THE IRON AGE 


A Chilton & Publication 


ARP 


(ABLE) 


New York 17, N. Y. 


in magazines and newspapers for 
Prestone automobile radiator anti- 
freeze. The company has not pro- 
moted its lower-priced Trek anti- 
freeze since the war started. 

National Carbon also does some 
industrial advertising for carbon 
and graphite products, and runs 
campaigns for Eveready signal 
cells for railroads, and Eveready 
batteries for rural telephones. 

Union Carbide continues to 
place institutional advertising 
through Mathes. Another Union 
Carbide subsidiary, Bakelite Corpo- 
ration, advertises through Mathes 
and Rickard & Co. 


Hosking Leaves Stetson 
to Head Revlon Sales 


Arthur N, Hosking Jr., recently 
resigned as vice-president of John 
B. Stetson Company, Philadelphia, 
and Stetson Hats, Inc., New York, 
has joined Revlon Products Cor- 
poration, New York, as general 
sales manager. 

Mr. Hosking also resigned as di- 
rector, vice-president and chair- 
man of the executive committee 
of the Hat Research Foundation, 
New York. 


Make your next ad 
more effective, with 


fessional manual written 
developed, tested, and proved in writing mil- 


these 8 quick, penetrative 
by a top-flight advertis- 
ing man—bringing you 
lions of dollars worth of advertising—shown 
in a progressive course that actually teaches 


lessons by AESOP GLIM 
Here’s a priceless, pro- 
Aesop Glim’s own pro- a) 
ductive copy technique— 
you a step-by-step procedure for making your 
ads better! 

Just Published 


HOW ADVERTISING 
IS WRITTEN 
—AND WHY 


By AESOP GLIM 
150 pages, 52 x 8, only $1.75 


This book brings you the best of Aesop 
Glim’s copy-clinic lessons and advertising 
lectures, edited and augmented, and fash- 
ioned into a concise, stimulati course in 
advertising writing. It sabes dehaine and 
usable the facts of human nature, the ob- 
jectives of the advertisement, and the in- 
tangibles of writing and displaying your mes- 
sage. It shows how the copy writer may 
apply these tools. You can use it to start at 
once, in developing speed and assurance in 
your work—in making the creative, selling 
elements of your very next ad more effective. 


Tells you what to know, what to say, 
and how to say it 


—how to make a copy policy, that charts 
what your ad will do and how it will do it 

—what facts you need to write a piece of 
copy and where to get them 

—the job of the headline, and how to write 
and display it 

—how to build your copy story, with many 
valuable pointers on the essential steps 
choice of words, constructions, ‘‘tone 
voice,” language levels, etc., that will get 
your copy seen, read, and believed. 

Advertising Leaders say: “Aesop Glim is 

the professional advertising man’s respected 

guide. He knows advertising inside and 

out.” 


“Tf you want a real textbook on modern 
advertising principles and methods, I refer 
you to the writings of Aesop Glim.” 


This book shows the be- 
ginner a copy method, 
with definite steps that 
will carry him progres- 
sively toward the com- 
pletion of sound, effec- 
tive advertisements. For 
the experienced writer, 
it provides a refresher 
on fundamentals, serv- 
ing as a crystallization 
of ideas to simplify his 
work and sharpen and 
speed up his writing. 
See this outstanding new 
book soon, for 10 days 
FREE. Send the cou- 
pon today. 


McGRAW-HILL EXAMINATION COUPON 
McGraw-Hill Book Co., 330 W. 42nd 8t., 


Send me Aesop Glim’s How Advertising Is Written 
—and Why, for 10 days’ examination on approval. 
In 10 days I will send $1.75, plus few cents post- 
age or return book postpaid. (Postage paid on 
cash orders.) 
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Houghton 


> Iron Mountain 


Over 

51,000 net 

paid circu- 
lation daily— 
no duplication— 
at only 28c per 
line. 


35 E. Wacker Drive 
CHICAGO 


Member 


THIS RICH MARKET 


Remote from any large city—beyond the 
influence of metropolitan papers— 


Marquette 


MICHIGAN'S UPPER PENINSULA 


Escanaba 


Sault Ste. Marie 


can be effectively covered only 
through the strong combination 
of the 


ESCANABA PRESS 

HOUGHTON MINING-GAZETTE 
IRON MOUNTAIN NEWS 
MARQUETTE MINING JOURNAL 
SAULT STE. MARIE NEWS 


EFFECTIVE COOPERATION GIVEN ADVERTISERS 


WRITE: 
SCHEERER & CO. 


American Association of Newspaper Representatives 


441 Lexington Ave. 
NEW YORK 


Town of 1,600 Plans 
Industry for Its Vets 
The 1,600 citizens of El Paso, 
Ill., aren’t going to let their serv- 
icemen look elsewhere for jobs 
when the war’s over. The town 
is reaching into its pockets now to 
finance a plan originated by Les 
Pfister, El Paso’s leading citizen 
and owner of Pfister Associated 
Growers, Inc., one of the nation’s 
largest hybrid seed companies. 
The plan, endorsed by the local 
American Legion post, is to estab- 
lish a war veteran’s industry in El 
Paso. Simply, they mean to form 
a corporation with townsfolk and 
veterans as stockholders and $28,- 
000 worth of stock at $100 a share 
was pledged in the first week of 
the drive. By September, $50,000 
is to be underwritten. The com- 
mittee hopes to expand the pro- 
gram to a total of $100,000 in the 
following year. Mr. Pfister has 


buy stock on a payroll deduction 
basis and participate in the profits. 

No projects have been decided 
on as yet, nor will they be until 
the veterans are home, it is said, 
but several suggested enterprises 
include a corn-cob or soy bean 
processing plant; community and 
farm building construction; egg- 
breaking factory; manufacture of 
cement products, custom plowing 
and a wood working shop. 

bo * * 


Postwar construction projects to 
cost between $7 and $9 billion are 
now completely planned or under 
way, according to H. A. Dick, 
president of the Associated Gen- 
eral Contractors of America. 
Fewer than $1 billion of these 
projects are being privately 
financed, he told the association’s 
governing board recently. 

It is believed that only a small 
portion of the proposed industrial, 


pledged up to 10% of the total. | commercial and other privately 
The veterans themselves may | financed construction to be under- 


*“Guess some big Space buyers 
must have been lunching at this table’’ 


Quite apparent. Just as it’s quite apparent why Solid Cincinnati reads 
The Cincinnati Enquirer. Most interesting newspaper in town. Packed 
with the nation’s top features. Crisp news editing. Easy to read. Con- 
stantly checked by reader surveys to keep it the kind of newspaper that’s 
preferred by the solid, substantial people it pays you to reach. Biggest 
circulation gain of any Cincinnati newspaper in the last 10 years. 


The Cincinnati Enquirer is represented by Paul Block and Associates 
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taken after the war has been an- 
nounced. Normally, privately 
financed work accounts for from 
two-thirds to three-quarters of 
construction volume, he said. 


eS * * 
FCC approval of radio-tele- 
phone service between mobile 


units and the regular telephone 
service is being awaited by the 
Illinois Bell Telephone and Michi- 
gan Bell Telephone companies. 
Similar application to the FCC has 
been made by the American Tele- 
phone & Telegraph Company. 

First installations are contem- 
plated in Baltimore, Chicago, Cin- 
cinnati, Columbus, Denver, Hous- 
ton, Milwaukee, New York, Salt 
Lake City and Washington, D. C. 

The new service will offer: 

1. A general two-way service 
between any regular telephone 
and mobile units. 

2. A special two-way dispatch 
service between a certain tele- 
phone at the dispatching office and 
specified mobile units. 

3. A one-way signaling service 
to mobile units, to notify the 
driver to comply with a pre- 
arranged instruction, such as call- 
ing his office from the nearest pub- 
lic telephone. 

1 * 

Direct sales of home electrical 
appliances to consumers by pub- 
lic utility companies is on the way 
out, it is believed. At the sugges- 
tion of retailers, and also on their 
own initiative, a number of utility 
companies in the South and South- 
east have revealed they will leave 
direct selling of appliances to re- 
tailers. 

In New York, the Consolidated 
Edison Company indicated that in 
the postwar period, when appli- 
ances become available, it will 
continue its prewar plan of promo- 
tion and cooperation under which 
dealers and department stores ac- 
tually handle orders and receive 
the profits. It will have no spe- 
cial campaigns for “packaged 
items,’ it was revealed, because 
such campaigns are obviated by 
the pent-up demand. 

* * * 


More than $70,000,000 for new 
mechanical refrigeration and air 
conditioning equipment, and many 
additional millions for repair, 
modernization and expansion of 
existing equipment, are estimated 
as postwar expenditures of Amer- 
ican business by F. J. Hood, 
newly-elected president of the 
Refrigeration Equipment Manu- 
facturers Association. 

Mr. Hood points out that more 
than half of the refrigerating 
equipment used by the meat in- 
dustry is 15 years old or more. 
This means, he says, that a large 
percentage either is badly in need 
of repair or should be replaced as 
soon as possible. 

“It may take years for our in- 
dustry to catch up with the ac- 
cumulated demand for new equip- 
ment of all types,” he says, ‘and 
often it may be advisable to re- 
pair, enlarge or modernize pres- 
ent installations, even on a tem- 
porary basis.” 

This means that the industry 
will be as busy making parts as 
it will be in producing complete 
new units, he maintains. 

* a bo 

Plenty of household appliances, 
ample sunlight, U-shaped work 
centers, step-savers and mechan- 
ical aids, and the use of glass, tile 
and plastics in the postwar “dream 
kitchen” are among the wants of 
housewives, according to a study 
of a Kitchen Glamor contest 
sponsored by “Western Family” 
magazine. 

Contestants who filled out ques- 
tionnaires in the survey made to 
determine postwar trends for ad- 
vertisers, showed a decided pref- 


MEMBER A.B.C. 


COWAN PUBLISHING CORP. 
342 MADISON AVENUE, NEWYORK 17, 0.1 
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erence for nationally advertised 
brands. 

Deep-freeze units in new refrig- 
erators are preferred by 83% o 
those entering the contest, while 
79% want a vegetable cooler at- 
tachment. On washing machines, 
32% want a drier and 26% want 
a completely automatic unit. 


Synthetic rubber powder puffs, 
“even better than their prewar 
predecessors,” are promised as 
soon after V-J Day as lessening 
war requirements for synthetic 
rubber latex permit, Goodyear 
Tire & Rubber Company’s Airfoam 
sales department asserts. 

And the electric shaver division 
of Remington Rand, Inc., an- 
nounces that efforts will be made 
to produce Remington shavers by 
early fall. 


Doherty Elected Head of 
Canadian Ad Federation 


John W. Doherty, Imperial Oil 
Ltd., Toronto, was elected presi- 
dent of the Canadian Advertising 
& Sales Federa- 
tion at a recent 
meeting in To- 
ronto. 

Elected 1st 
vice - president 
was Bruce 
Campbell, Ad- 
vertising & 
Sales Execu- 
tives’ Club of 
Montreal; 2nd 
vice - president, 
Roy A. Hunter, 
advertising and 
sales bureau, Vancouver Board of 
Trade; secretary, J. E. Cooper, Ad- 
vertisers’ Guild, Toronto, and 
treasurer, Burt Priddle, Kitchener- 
Waterloo Sales & Advertising Club. 

The federation plans to offer an 


John W. Doherty 


award to the member club adopt- | 
ing the most effective rehabilita- | 


tion program in advertising and 
selling for returned servicemen. - 


Magazine Opens Drive 
Nation’s Business has launched 


a newspaper campaign in 80 pub-| 


lications throughout the country, 
with advertisements to 


“Nation’s Business is read by more 
business men than any other busi- 
ness magazine.” Albert Frank- 
Guenther Law, New York, is the 
agency. 


Admiral Using Video 

Admiral Corporation, Chicago, 
manufacturer of electronics and 
appliances, has inaugurated a 
series of weekly television broad- 
casts entitled “Your Chicago,” 
over WBKB, Chicago. Crutten- 
den & Eger Advertising, Chicago, 
is the agency. 


Joins Plastics Society 

Barrett L. Crandall has been 
appointed director of public re- 
lations of the Society of the 
Plastics Industry, New York, suc- 
ceeding Albert Pfaltz, who has 
resigned. 


COLLINS, MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 


207 North Michigan Avenue 
Chicago 1, Illinois 


Newton to Franklin 


Ben D. Newton, formerly a 
packaging engineer with Container 
Corporation of America, Chicago, 
has been appointed assistant sales 
manager of Franklin Transformer 
Mfg. Company, Minneapolis. 


Joins Rex Wadman 


Ralph F. Scholbe, formerly with 
Dan A. Carroll, publishers’ rep- 
resentative, has joined Rex W. 
Wadman, New York, as eastern 
advertising manager of World 


Petroleum and Petroleo Del 


DeRidder Heads Adel 


W. A. DeRidder, Los Angeles 
industrialist, has been elected 
president and general manager of 
Adel Precision Products Corpo- 
ration, Burbank, Cal., maker of 
aircraft equipment. He succeeds 
Ray Ellinwood, who founded the 
company in 1938, and who will 
enter business for himself. The 
company is now owned by Trans- 


america Corporation. 


ee. 


Anderson to Address AFA 


Clinton P. Anderson, newly- 
appointed Secretary of Agricul- 
ture, will make his first informal 
talk as secretary before the lunch- 
eon session of the 41st annual 
meeting of the Advertising Fed- 
eration of America at the Com- 
modore Hotel, New York, July 11. 


; 27 
Advertises Loxol, Zotos . 
Sales Affiliates, Inc., New York, 


is using, Boston and Charlotte, 
N. C., to launch its first large- 
space cooperative newspaper ad- 
vertising for Loxol Extra Oil 
shampoo tint and Zotos permanent 
waves. Neal Reed Andrews, Ad- 
vertising, New York, is the agency. 


GIBBONS 


ADVERTISING 


TORONTO, MONTREAL WINNIPEG, 


KNOWS CANADA 
J. J. GIBBONS 


200 BAY STREET. - 


LTD. MERCHANDISING 
TORONTO 
REGINA, CALGARY, EDMONTON VANCOUVER 
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Huge industries now in Knoxville include 
Eastman, Aluminum Co., Rohm & Haas, 
Union Carbide, Reynolds Metals, DuPont. 
Knoxville one of America's largest textile 


Knoxville one of the South's best markets 


Based on TVA—the world's largest power 
system—Knoxville's development should 
be permanent. Over 200,000 population, 


ee 


along the river. 


astonishing. 


faa 


es a 


lic use terminals.. Millions of. dollars have beer 
invested and thousands of jobs have been cre- 
ated as new grain elevators, flour mills, ship- 
yards, and oil terminals have been erected 


Comparing business conditions today 
with 1939, the last normal year be- 
fore war production started, Knox- 
ville leads the South in Retail Sales 
Gains (Sales Management Magazine}. 


THE WORLD’S MOST MODERN WATERWAY. 


By linking Knoxville with the entire Mississippi 
River-Gulf of Mexico-inland Waterway System, 
tremendous new markets have been opened 
for its goods. As heart of the TVA program, 
Knoxville's growth and. prosperity have 
Immense new industries have lo- 
cated here to use TVA power—some of the 
biggest plants in. the world. Be sure you in- 
clude Knoxville in your plans. 


been 
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TYPICAL American who likes to work hard, eat well, sleep com- 
£ tou. dress-up on my off hours and have some fun ... kind-of-a 
“happy medium” (I like to call myself) of most of the folks around 
these parts. 


Our families settled out 
here a long time ago. 
With a common purpose 
they laid the ground work. 
Us Dillys of today are 
carryin’ right along, too 
arene a market 
that’s a DILLY! 

WRITE ME — 
whole story ... ask for 
“This Is Fort Smith”... 
Address Bill Dilly, care 
of Fort Smith papers. 


Bul Ditty 


Reaches the Fort Smith area with EFFECT 
—and that’s a fact! 


Represented by - BURKE, KUIPERS & MAHONEY, INC 


Airlines Set to 
Expand Greatly 
Within 12 Months 


Big Civil Planes 
to Roll Off Lines 
by Early Spring 


Washington, July 5.— Airlines 
will be in a position for a strong 
bid for passenger and cargo traffic 
within the next 12 months, ac- 
cording to a survey by the Air 
Transport Association which re- 
veals plans for tripling the pre- 
war fleet of passenger planes, and 
eyenting seating capacity five- 
old. 

According to the ATA survey, 
the planes should be coming off 
the assembly lines by early 1946. 
At present the lines have 395 
planes on domestic service com- 
pared with a prewar 359. Air- 


lines have ordered or optioned 409 
new planes, including 200 four- 
motor jobs. 

Before the war 359 planes seated 
6,250, whereas the postwar fleets 
of 19 lines, tentatively set at 975 
planes, would seat 36,180 passen- 
gers, and permit a possible eight 
billion passenger miles per year. 
In 1944, the wartime fleet covered 
2,264,282,443 passenger miles. 


What Airlines Offer 


Aircraft manufacturers have al- 
ready had a green light to produce 
commercial planes, and $300,000,- 
000 in orders have been placed. 
Henry P. Nelson, director of the 
WPB aircraft division, foresees no 
bottlenecks to prevent production 
of the four-engine planes by next 
spring. 

Here’s what the airlines expect 
to offer: 

Cruising speeds over 300 miles 
an hour, cutting the present 12 to 
14 hour transcontinental schedule 
to 9 or 10 hours. 

“Trolley-car’” schedules without 
advance reservations for “fairly 
short trips of 125 to 225 miles.” 

Enlarged compartments for ex- 
press and mail cargo. 

For over-night trips, the air- 


ADDRESS NATIONAL 


we 


THE EVANSVILLE COURIER 
The Evansville Press 
Che Sunday Courier and Press 


Sixteen years ago, when the Chicago Tribune asked other newspapers 
to help in sponsoring the Golden Gloves tournament for amateurs, the Ev- 
ansville Courier was one of the first to join this now nationally significant 
charitable enterprise. Since 1936, the Evansville Golden Gloves tournament 
has been held annually, constantly growing in interest and popularity. 


It has guided many a young man to a better understanding of American 
ideals of clean sportsmanship and a fair and equal opportunity for all. 


From the very beginning of Golden Gloves in Evansville, the Courier 
has contributed the receipts to worthy causes. At the conclusion of the 1944 
tournament, the nonprofit organization, Courier Charities, Inc., was formed. 
its sole function to see that the many thousands of dollars received from 
such athletic programs were divided equitably among war relief agencies 
and organized Catholic, Protestant, and Jewish charities. Only bare costs of 
handling the project are retained. 


Community leadership, as exemplified by the Courier Golden Gloves. has 
distinguished both the Courier and the Press as 
being much more than just purveyors of news. That 
warm, friendly. understanding leadership has con- 
tributed immensely to the active interest that 88,000 
families in the rich 16-county Tri-State area main- 
tain in the Courier and the Press. 
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lines will offer different combina- 
tions of staterooms, berths and 
reclining seats. Windows will be 
larger and arranged for panoramic 
observation. Meals will be pre- 
pared aboard, and travel details 
arranged while in flight. 


Many Innovations 


Some of the larger planes will 
have double decks. Radio, movies 
and telephone service are being 
studied. 

ATA says engineering opinion 
visualizes five main types of post- 
war commercial plane: long range 
trunk line; cross continent, non- 
stop; international or overseas; 
short trunk line and short feeder. 

Radar, electronic equipment and 
other developments coming out of 
the war are expected to eliminate 
schedule cancellations, and re- 
duce operating cost and fares. New 
inventions include the Sperry 
“Gyrosyn” compass (a gyro sta- 
bilizer synchronized with a mag- 
netic compass); improved system 
of weather reporting and airway 
traffic control. 

Many of the planes on order, 
such as the Douglas DC-4 Sky- 
master, the CW-20E Curtiss Com- 
mando, and the huge JRM Mars 
flying boats, have seen sturdy 
service with the Army and Navy. 
Others, such as the Lockheed C-69 
Constellation and the Boeing C-97 
Stratocruiser (transport version of 
the B-29), are being tested. 

Here’s what the aviation manu- 
facturers have in the works: 

Lockheed “Saturn”—a _ two-en- 
gine 14-passenger job, with pay- 
load of 2,860 pounds for 500 miles 
or 2,200 pounds for 1,000 miles. 


Speed: 210-220. Weight: 13,500 
pounds. 
Martin ‘“Mercury’—a _ two-en- 


gine plane carrying 30-36 passen- 
gers with a payload of 7,200 


pounds for 500 miles. Speed 250- 
260. Weight: 33,500 pounds. 
Curtiss “Commando” — two-en- 


gine plane, carries 36-42 passen- 
gers with a 7,600 pound payload 
1,000 miles at 250 miles per hour. 


Weight: 48,000 pounds. 
_Consolidated “104”"—Four en- 
gines, 48 passengers, 3,000 mile 


range for 10,850 pound payload 
at 245-250 miles per hour. Weight: 
66.500 pounds. 

Douglas DC-4 — Four-engine 
plane, carries 44 passengers and 
20,000 pound payload 1,500 miles 
at 250 miles per hour. Weighs 
71.300 pounds. 

Douglas DC-6—This four-engine 
plane carrying 48 to 60 passengers 
at 310 miles per hour, carries a 
15,200 pound payload 2,000 miles 
or 9,400 pound load 3,000 miles. 
Weight: 80,500 pounds. 


Huge Loads Planned 


Lockheed ‘Constellation”—Car- 
ries 48 to 60 passengers, a pay- 
load of 13,000 pounds, 3,000 miles 
at 310 miles per hour using four 
engines. It weighs 100,000 pounds. 

Boeing “Stratocruiser”— Four 
engines, carrying 70 to 90 pas- 
sengers, a payload of 19,800 pounds 
for 3,000 miles at 325 miles per 
hour. Weighs 130,000 pounds. 

Douglas DC-7—Its four engines 
carry 96 passengers, a payload of 
21,250 pounds, for 3,000 miles at 
250 miles per hour. It weighs 
162,000 pounds. 

Martin ‘“Mars’”—a 165,000 pound 
four-engine flying boat carrying 
106 passengers, with a total pay- 
load of 28,000 pounds for 3,000 
miles at 200 miles per hour. 

Lockheed ‘“Constitution”—Four 
engines, carrying 100 to 128 pas- 
sengers at more than 300 miles per 
hour. Weighs 190,000 pounds. 

Consolidated “37”—This six-en- 
gine job, weighing 320,000 pounds, 
has a 68,000 pound payload for 
3,000 miles, carries 204 passengers 
at 340 miles per hour. To save 
weight, tires will be inflated with 
helium. 


AUTHORITY 


Staff writers for American Restaurant Maga- 
sine are the industry's outstan 


authority shares 
faster. Write for details of merchand 
service. 
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‘Longest’ Weekly 
Show Sponsored 
by B-1 Company 


St. Louis, Mo., July 3.—A six- 
hour radio program of musical re- 
cordings, sponsored by the B-1 
Beverage Company, has been in- 
augurated over WTMV, East St. 
Louis, as a test. The program, 
said to be the longest continuous 
program on the air, is designed 
to appeal to late Saturday night 
party -makers and swing - shift 
workers, and is broadcast from 1 
a.m. to 7 a.m., CWT, each Sunday 
morning, 

Within the next week, two com- 
plimentary bottles of B-1 spark- 
ling water and a B-1 shot glass 
will be offered to every person 
sending in a request postcard. 

In addition to the offers, station 
breaks on Saturday programs call 
attention to the show, as do news- 
paper advertisements in Saturday 
papers covering the _ territory, 
while mailing pieces are sent to 
retail outlets explaining how the 
show helps sell their merchandise. 

Gardner Advertising Company, 
St. Louis, handles the account. 


Kaltenborn for Stern 


From July 6 to 27, Colgate- 
Palmolive-Peet Company, Jersey 
City, is substituting H. V. Kalten- 
born, NBC news analyst, for Bill 
Stern’s weekly “Colgate Sports 
Newsreel,” heard Friday, 10:30- 
10:45 p.m., EWT, on 68 NBC sta- 
tions. Agency is Sherman & Mar- 
quette, New York. 


Lever Starts ‘Philo Vance’ 


As a summer replacement for 
Bob Burns, Lever Bros. Company, 
Cambridge, on July 5 started 
sponsorship of Philo Vance mys- 
teries on NBC, Thursday, 7:30-8 
p.m., EWT, in the interests of 
Lifebuoy soap. Agency is Ruth- 
rauff & Ryan, New York. 


Berman Sees British, 


Dutch Rubber Campaign 


British and Dutch rubber inter- 
ests plan to spend $1,000,000 a 
year in advertising the advantages 
of natural rubber over synthetic 
rubber, according to Michael Ber- 
man, Hewitt Rubber Corporation, 
Buffalo, N. Y. 

He reports that British and 
Dutch will perhaps cut the price 
of natural rubber delivered to 
New York postwar, in their effort 
to regain their prewar market 
position in the U. S. 


Four A’s Chapter to 
Test Ad Applicants 


The southern California chap- 
ter of the American Association 
of Advertising Agenices, which 
grants certificates of qualification 
to persons planning to follow an 
advertising career, will hold its 
1945 certificate examination Aug. 
28 at Occidental College, Los An- 
geles. 

The examination, open to any- 
one upon payment of a $10 fee, 
will cover a working knowledge 
of printing and typography, en- 


graving, media, preparation of an 
advertisement, and the advertis- 
ing agency. Application for the 
examination should be made to 
the secretary of the chapter, 816 
W. 5th St., Los Angeles 13. 


Mulcahy to Polk 


B. Mark Mulcahy, formerly with 
the news and features division of 
OWI, has joined R. L. Polk & Co., 
Detroit, to assist in the develop- 
ment of national consumer maga- 
zines Polk prepares for the direct 


mail advertising division. 


Dainty Maid to Brown 


Dainty Maid, Inc., Middlefield, 
Conn., maker of sanitary products, 
has appointed E. H. Brown Ad- 
vertising Agency, Chicago, as its 
agency. 


Schmidt Joins Kelite 

Allen W. Schmidt, formerly with 
Little & Co., Los Angeles agency, 
has been appointed sales promo- 
tion manager of Kelite Products, 
Los Angeles, manufacturer of spe- 
cialized cleaning and processing 
materials. 


29 
Heads Littelfuse Sales 


Russell G. Akin, sales manager 
of Littelfuse, Inc., Chicago and 
El Monte, Cal., has been ap- 
pointed director of sales and ad- 
vertising, and will handle both 
domestic and export sales. 


Handles Motorola Export 


Overseas Industries, Inc., Chi- 
cago, has been appointed by Gal- 
vin Mfg. Corporation, Chicago, to 
handle export sales and merchan- 
aor campaigns for its Motorola 
radio. 
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Convalescent Air Force veterans from Fort Logan (Colo.) 
convalescent hospital march on Bear Creek in the Rocky 
Mountains west of Denver, ready for a day of trout fishing 
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SPEAKING OF 


The reconversion to dwarf all 
others is the return of millions of 
boys from war—to home, and peace, 
and the ways of the U.S.A. 

They'll find a great many changes. 
But the peace and tranquillity, beauty 
and grandeur of the great outdoors 
remain unchanged. Its mountains 
and streams, its lakes and forests — 
a rod, a dog and gun, a friendly 
boat — these will extend a hearty 
welcome and help to heal the scars 


of war. 


It happened after World War I 
with only 4,000,000 in service — 
they flocked to the out-of-doors. It 
will take place on a much mightier 
scale after World War II. It will be 
a great reconversion! 

And it will mean a tremendous 
market for peacetime goods— not 
only equipment for field and stream 
but every imaginable product and 
Service. The very cream of this great 
market, as for the last 35 years, 
will be readers of Field & Stream— 


AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE 


Field 


Stream 


? 


“key” sportsmen, if you please — 
the men who make the trends. 


FIELD & STREAM PUBLISHING CO. 
515 MADISON AVE. + NEW YORK 22, N.Y. 


Field & Stream is the nation’s most widely 
quoted outdoor magazine. 


Over 300,000 of the cream of American 

sportsmen— a richly responsive group—en- 

thusiastically follow Field & Stream—read 
it with pellighens zeal and thoroughness. 


Editorial leadership is the soundest back- 


ground for advertising leadership. That’s why 


Field & Stream celebrates its 50th Golden 

Year as America’s choice among active, key 

sportsmen — and its 35th straight year as 
the number one selection of advertisers. 
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Endless Variety 
of Twists Devised 
for Radio Quizzes 


[The radio give-away program 
grown into America’s largest 
jackpot, and has also developed 
considerable controversy in adver- 
tising and radio circles. To find 
the facts on give-aways, ADVER- 
TISING AGE conducted an exhaus- 
tive survey, presenting in two pre- 
vious articles figures on network 
and non-network prize totals and 
an analysis of the type, size and 
extent of local give-away pro- 
grams. 

In this article, the last of the 
series, program forms are re- 
viewed, as well as the opinions of 
broadcasters on the merits and 
limitations of such programs. ]} 


By JAMES J. McGUINN 


Chicago, July 3.—Although there 
are many variations of the quiz 
and cash give-away program on 
on the air, they fall into three 
basic categories, it was established 
in the nationwide survey made by 
ADVERTISING AGE. The greatest per- 
centage, of course, is made up of 
telephone calls to the listeners’ 
homes; the other two main types 
are the write-a-best-letter-why, 
and studio or street participation. 

In the telephone type the m.c. 
plays a phonograph record, an- 
nounces code words, or seeks the 
answer to a question, then tele- 


BUY BONDS TO 
BOMB TOKYO 


WITH LACH SOND PURCHASED ~ PUNCH ROLE (H TARCET BtLOW 


LIQUOR ano WINE INDUSTRIES 


BULLSEYE—The war savings council of 
the Liquor and Wine Industries has 
prepared this 7th War Loan poster 
which has 82 perforated holes super- 
imposed on an aerial map of Tokyo. 
Retailers can make 82 bond sales for 
each poster, with each customer having 
his chance to punch out one of the 
targets. 


phones a number selected at ran- 
dom and asks the person answer- 
ing to name the song, repeat the 
ode words, or answer the question. 
If the answer is correct he is sent 
cash or merchandise, or sent a 
merchandise coupon to use at the 
sponsor’s store. Even mistakes are 
rewarded, in some cases, with the 
person receiving a prize merely for 
answering the telephone. 
The store or street 


interview 


WDNC Wins 


By Lou 


NEW YORK, June 25 — The 
Billboard took off the wraps of 
its Eighth Annual Radio Station 
Promotion Survey early last 
week with a three-day stand at 
the Waldorf-Astoria Hotel. And 
despite the lush surroundings, 
the thrill-packed atmosphere— 
Eisenhower was just down the 
hall—and the pomp and circum- 
stances of some of the entries, 
the decision of the judges were, 
as usual, based on the simple 
fundamentals, 
wrappers. 


This year, 112 entries com- 
peted in 16 different categories 
for a total of 45 awards. And 
this year, the judging was done 
by secret ballot of ad agency 
and client radio department 
staffers who were registered as 
they entered the Perroquet Suite 
of the Waldorf. They spent a 
couple of hours glimming the 
entries and then, after voting, 
dropped their ballots in a sealed 
box. 


not the fancy 


* * * . * 


In the local channel of the 
over-all promotion for network 
affiliates, the judges and viewers 
found some of the best entries. 


Artistically, they weren't on a 


Station Promotion Tab 


Ad execs award Durham, N. C. 
CBS outlet first for over-all 
promotion in local channel net 
competition—WOR, WEEI, WEAF 


top other divisions... 


*Billboard Magazine, June 30 


WDNC 


Durham, North Carolina's 3rd Largest City 


Billboard’s 


Frankel 


outlets. Nor 
there in the 
suaveness of 
follow thru. 


par with the big 
were they up 

smoothness, and 
their approach or 


But invariably, as most every- 
one knows, the local station 
that’s on the ball makes up for 
this handicap with ideas and 
results. And these prize winners 
are no exception. 


WDNC Leads Local Channelers 


WDNC, CBS outlet in Durham, 
N. C., won first place with one 
of the best stunts yet. Located, 
as they are, in the hub of 
tobaccoland, the station climbed 
aboard the cig shortage by send- 
ing time-buyers some raw leaf 
and followed this up with a 
pack of each of the five pop 
brands, and did this six weeks 
running. 


Additional, the 
every promotion facility avail- 
able, including the pages of its 
affiliated newspapers, plugged its 
local programs, got out give- 
aways and worked at dealer 
promotion. One smart stunt, 
WDNC used, thanks to having 
the paper and print plant handy, 
was providing programs for vis- 
iting legit shows and symphony 
orks. 


station used 


From Us. 


See Winners’ Exhibit—Continental Hotel—Chicago—July 
10—Ask Howard Wilson, Our Rep., For a Little Present 


quiz generally offers cash and 


merchandise to participants, with 


the studio type tending mostly to 
cash awards. 

Letter writting programs usually 
ask the listener to write and tell 
why he likes a product. It as- 
sumes that the respondent has 
purchased the product before writ- 
ing the letter. Some such programs 
ask that a box top of the product 
accompany the letter. 


Store Location Stressed 


Many of the programs are built 
with the intention of directly pro- 
moting -the sponsor’s product or 
place of business. For instance, 
on one program listeners are sup- 
posed to have visited the sponsor’s 
store and noted the displayed 
“radio special.” Then, of those 
telephoned, the first to tell the m.c. 
what the special is gets a prize. 

A quiz show sponsored by a 
bakery telephones listeners and 
asks them questions relating to 
bread, and a show sponsored by a 
mail order company has the m.c. 
turn to a page in its catalog and 
name the page number and the 
price of a certain article on the 
page. The first person to call the 
station and identify the item is 


sent a credit coupon, good for a 
week’s time. 

Other tie-ups with the sponsor 
include the program in which par- 
ticipants are given a 5-second look 
at 15 keys, one of which will open 
a lock supplied by the jeweler- 
sponsor. Silver dollars accumulate 
until the lock is opened. The show 
which awards cash and merchan- 
dise to the housewife who answers 
the telephone and attests that she 
has the sponsor’s product on her 
shelf; the program on which a 
bonus award is given to the person 
telephoned who can answer a 
question relating to the wrapper on 
the sponsor’s product, and the pro- 
gram on which awards are given 
to customers correctly answering 
questions asked of them while in 
the sponsor’s store. 


Aim at Neighborliness 


Some of the more unusual ‘“‘gim- 
micks” of the quiz show format 
include that which gives prizes to 
participants “for performing the 
craziest stunts”; that which re- 
wards the writer of original tall 
tales with cash; the show that gives 
$1 for each news item sent in that 
is read on the air; the program 
that gives cash prizes to the lis- 
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teners who send in “various bits of 
screwy stuff and things,’ and the 
program that gives a $50 prize to 
the winner of a spelling bee broad- 
cast weekly for 13 weeks. 


Strive for Good Will 


Several of the stations strive for 
neighborliness and good will in 
the formats they use on their tele- 
phone quizzes. One, for instance, 
sends war stamps to the listener 
who phones in the identity of a 
local person thumbnail-sketched 
on the air. Another station’s sus- 
taining quiz show gives theater 
tickets to the person who recog- 
nizes his name from hints given 
on the show, and still another sta- 
tion finances a dinner and gives a 
corsage and theater tickets to a 
couple selected at random from the 
local phone directory. 

Pressing the good neighbor pol- 
icy home further is the program 
one station presents, which offers 
a corsage to the woman who writes 
the best letter about her neighbor- 
hood, while another sponsored 
show gives newly married couples, 
whose names are sent in by 
friends, a complete line of gro- 
ceries. Additional station programs 
award merchandise for the best 
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recipes sent in, orchids to the lady 
who has ‘done the outstanding: war 
work of the week, cash to the per- 
son whose fan letter is read on the 
air, a book to the person whose 
question mailed in stumps the lo- 
cal expert. One program, more- 
over, pays cash to the person who 
comes closest to guessing what 
time a gong will be sounded dur- 
ing the quiz show, while another, 
believe it or not, pays a cash award 
to the person whose letter, mailed 
a week earlier, comes closest to 
guessing correctly the temperature 
at the time of the broadcast. 


Most Stations Approve 


Most stations carrying give- 
away shows are enthusiastic about 
them, the AA study shows, but 
others think they are the lazy 
man’s way to avoid the trouble of 
building effective programs. 

One station manager said, “We 
have found that our quiz and 
money programs are the most pop- 
ular shows over this station at the 
present time.” Others said: ‘This 
program brings in a heavy mail 
count daily. One of the most pop- 
ular programs we’ve ever pre- 
sented. Has run continuously for 
about a year,” and, “This quiz is in 


its fifth year, averaging 331/3% 
listeners.” 

Some managers whose stations 
do not have quiz shows expressed 
a liking for them, one saying, “At 
the present time we do not have 
any quiz shows with cash or mer- 
chandise awards, but we are in 
favor of them.” Another wrote, 
“We have no local quiz programs 
on this station. They are O.K., 
though, if not overdone.” 


Doubtful of Value 


Some of the “have not” mana- 
gers are thinking in terms of quiz 
shows, but are still doubtful of 
their value. One wrote: “We have 
been thinking of such a program, 
but are somewhat in doubt regard- 
ing audience value. Therefore, we 
would be interested in the results 
of your survey.” Another said: 
“Currently we have nothing com- 
parable to a quiz program with a 
contest aspect. With us the diffi- 
culty is a matter of adequate pro- 
duction. We approve the idea, be- 
lieve as many others it can be and 
has been overdone, but a ‘quality 
quiz’ makes more demand on a 
small station’s personnel than most 
of them can meet.” 


But not all stations feel this 


way. One manager wrote, “None. 
Thank God! We do not want any.” 
Others said: “We carry no pro- 
grams of this type—they are not 
acceptable.” “This station doesn’t 
believe in that kind of programs. 
We get our audience through the 
merit of our service, and don’t 
have to buy them”; “We do not 
serve public interest by broadcast- 
ing such a type program. They 
usually result in headaches from 
those who don’t win or who are 
not called, and while their birth 
creates widespread attention their 
listener life is definitely limited.” 


Business Paper Group 
Extends Officers’ Terms 


All officers of the National Con- 
ference of Business Paper Editors, 
re-elected last June, will continue 
in their posts for another term, 
or until conditions permit a 
change. With the exception of the 
appointment of L. C. Morrow, 
editor of Factory Management & 
Maintenance, to the executive 
committee, succeeding the late 
John J. Welch, Mill Supplies, no 
changes have taken place in the 
past year. 

Officers and executive commit- 


tee include Paul Wooton, McGraw- 
Hill, president; Ralph E. Turner, 
Power Plant Engineering, western 
vice-president; Charles J. Heale, 
Hardware Age, eastern vice-presi- 
dent, and James G. Lyne, Railway 
Age, secretary-treasurer. Sidney 
R. Bernstein, ADVERTISING AGE; 
Edwin F. Cone, Metals & Alloys; 
Julien Elfenbein, Haire Publica- 
tions; Edward C. Kreutzberg, 
Steel; Henry D. Ralph, Oil & Gas 
Journal; Harry E. Weston, Paper 
Industry & Paper World, and Mr. 
Morrow constitute the executive 
committee, 


Accounts to Sullivan 


Daniel F. Sullivan Company, 
Boston, has added the accounts of 
Britex Company, Boston, and the 
Eastern Massachusetts St. Railway. 
Both accounts will use newspa- 
pers. 


Davenport Pipes Appoints 
Lord Davenport Pipes Ltd., New 
York, has appointed Raymond 
Spector Company, New York, to 
handle a forthcoming campaign 
which will include full-page ad- 
vertisements in Sunday newspa- 
pers and radio participations. 


Youngsters have done a great job in wastepaper collection. So 


great that everybody is afraid salvage will take a tailspin while the kids are soaking 


up summer sunshine. They’ve earned a rest and it’s up to us adults to maintain an 


even flow of wastepaper all summer. There must be no letdown, for paper supplies 


some 700,000 war items. There is no lessening of the need since Germany folded, 


either. Shipments going to the Pacific need far better packing, because 
distance is greater and weather worse. So let’s all pull together, and get 


every available pound of wastepaper made into boxes headed for Tokyo! 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C. . . . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 
Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON « ST. LOUIS - CINCINNATI - ATLANTA 


BUSSES 


Before the year is out, you 
may be able to step into the 
streets of Akron, hail a pass- 
ing airbus and fly to Cleve- 
land in 21 minutes, Pittsburgh 
in an hour and 12 minutes, ‘or 
Columbus in an hour and 48 
minutes. 


It may not work exactly that 
way, but the general picture 
is likely to become a definite 
part of the Akron scene be- 
fore many months have 
passed. 


Penn-Ohio Coach Lines is 
dickering with the Civil Aero- 
nautics Administration for air- 
bus service to supplement its 
overland bus routes in Ohio, 
Pennsylvania and West Vir- 
ginia. Akron would become a 
principal terminal on these 
helicopter routes from which 
airbus lines would stem to 
Cleveland, Youngstown, Pitts- 
burgh, Canton, Wheeling, 
Parkersburg and Columbus. 


How soon Penn-Ohio will open 
its airbus ticket windows de- 
pends on the final decision of 
CAA. That will be handed 
down this fall. 


| 
| 
| 


Represented by: 
STORY, 


BROOKS & FINLEY 
NEW YORK PHILADELPHIA CHICAGO 
| CLEVELAND LOS ANGELES ATLANTA 
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Now It's Erin’s Coolth 

To the Editor: I see by the pa- 
per that, so far, “coolth” was first 
used by Paul Hollister. 

In 1935 Hermon Stevens, an ad- 
vertising man well known to most 
space salesmen in the country, told 
me that among the Irish expres- 
sions he liked best was, “In the 
coolth of the evening”, as used by 
a delightful old Irish lady, long 
since gone. ‘ 

I knew P. H. spent some time 
in Boston, and I know he_ has 
some fine Irish friends here. They 
will be glad to know that he ac- 
quired a brogue. 

F. W. HEANUE, 
Boston Globe. 
7 =F F 


Curtiss Candy First 
With Vets’ Flag 


To the Editor: The story about 
the Philadelphia Evening Bulle- 
tin’s all-purpose service flag in 


This department is a reader’s forum. Letters are welcome. 


your June 18 issue was very in- 
teresting to me because an Official 
veterans’ service flag was ap- 
proved last March and Curtiss 
Candy Company, Chicago, one of 
my clients, was the first organi- 
zation in the country to fly it. 

As a matter of fact, Otto Schner- 
ing, president of Curtiss, actually 
got the idea for such a flag be- 
fore it was permissible to fly one. 

He called our office last Febru- 
ary and asked us to develop a 
returned veterans’ service flag... 
We discovered that at that time 
there was a War Department reg- 
ulation prohibiting the use of the 
honorable discharge emblem on 
a flag. However, we also dis- 
covered that the Chicago Herald- 
American was already at work to 
get approval for an official vet- 
erans’ flag. 

We worked closely with the 
Herald-American to obtain the 


the War Department issued its 
circular authorizing the use of 
the golden eagle on home or busi- 
ness service flags, Curtiss had a 
flag ready to raise with appro- 
priate ceremonies. The Herald- 
American’s flag went out the fol- 
lowing day. 

Curtiss Candy Company now 
has 130 returned servicemen and 
women among its employes and 
its rehabilitation program is at- 
tracting considerable general in- 
terest. 

JOSEPH W. HICcKs, 

Public Relations - Industrial 

Relations Counsel, Chicago. 

Sie 


Two Ads, But with 


a Single Heart 

To the Editor: Thought you 
might be interested in publishing 
the attached two advertisements 
as a strange coincidence. 


official okay and on March 9, when 


Early this year, Philadelphia 


PF Oo R Cc U S PANICS DEALER MEETING! 


EEE 


HT 


Sales Manager: Your idea for covering our postwar 
promotional plans through a series of regional dealer 
meetings is okay. But one angle stops me. Our first 
job is building immediate postwar distribution. That 
means we’ve got to concentrate our advertising in the 
“First 20 Cities.”” Maybe our Chicago and New York 
dealers will go for it, but how about Iowa? j 


Porcus: Excuse me, but if your advertising follows the 
logic of your problem, your plan will arouse more 
interest in Iowa than anywhere else. You see, promo- 
tionwise, all Iowa is actually one metropolitan market 
because the Des Moines Sunday Register wraps up 
70% of all its urban retailers, wholesalers, and con- 
sumers into a single package and delivers them to you. 


Porcus: See how they go for it? And let me tell you, 
when you get the backing of Iowa merchants for your 
postwar plans, by using the Des Moines Sunday Reg- 
ister, you’ve really accomplished something! Because 


during the period of transition that’s coming after the 
war, Iowa’s stabilized buying power will give you 
something solid to tie to while your other markets 
re-adjust themselves to the changed conditions. 


Covered 


Metropolitan lowa- 


*y THE DES MOINES REGISTER anv [RIBUNE 


A STATE-WIDE URBAN MARKET RANKING AMONG AMERICA‘S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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450,000 PHILADELPHIA HOUSEWIVES CANT BE WHONG—TWEY COOK WiTH OAS? 
You Cort Baar . 


TRE PHL AD ECP HID CAS WORKS COMPANY 


KITCHENS' HEART—Philadelphia Gas 


New Freedom bas Kitchen § 
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Works Co. and Magic Chef agree, as 


shown in these ads, that the range is what makes the kitchen tick. 


Gas Works Company, recognizing 
a possible confusion as to the 
product being advertised in the 
welter of modern kitchen adver- 
tisements, decided to “spotlight” 
the product emphasized by sur- 
rounding it by a heart and nam- 
ing the gas range as the “heart of 
the kitchen.” 
The first advertisement ap- 
peared March 2 in Philadelphia 
newspapers. 
The Magic Chef advertisement 
appeared in The Saturday Eve- 
ning Post May 26 issue (closing 
April 8). 
Notice also the caption copy of 
each. 

RosBeErT N. D. ARNDT, 
Vice-President, John Falkner 
Arndt & Co., Philadelphia. 


Launches Fight for 4th 


Class Rate on Books 


To the Editor: I have before 
me a clipping from ADVERTISING 
AcE for May 28 in which you call 
attention to our stand before the 
House committee on post offices 
and post roads in behalf of a flat 
postage rate for books, even 
though it might be necessary to 
increase the rates above present 
levels. 

Your readers will be interested 
to know that after recanvassing 
the situation thoroughly, we have 
decided to make a fight for a 
change in the postal laws which 
will take books out of the fourth 
postal classification and put them 
in the second postal classification, 
thus giving them the rate of 1% 
cents per pound regardless of zone 
now enjoyed by newspapers and 
magazines; or whatever rate may 
later be established for newspapers 
and magazines. 

We believe that it is simple jus- 
tice to treat all printed matter 
alike. We also believe that this 
type of proposal offers a more 
favorable battle line as we take 
our fight back into the Congres- 
sional districts and states where 
this battle must be won. 

We are glad to report that in 
both the House and Senate we find 
a substantial leadership favorable 
to this proposal to place books 
with the second class mail. We 
are arranging for bills to this ef- 
fect to be introduced in both the 
House and Senate. 

Joy ELMER MorcGan, 

Director of Publications, Na- 

tional Education Association 

of the United States, Wash- 
ington. 
, FF 2 


Praises ‘AA’ Pony 

To the Editor: I like it! Taking 
my cue from your plug box on 
Page 7, I want to take time out 
to tell you that your pony edition 
of AA is a grand job. I’ve seen 
all copies since its inception. 
_ As an assistant editor of Build- 
ing Supply News, Chicago, now on 
leave with the armed forces, I 
am especially gratified for the edi- 
tion. It brings back my past and 
keeps me in touch with the future. 
Thank God, it can be folded and 
inserted in a No. 10 envelope or 
else I’m afraid even the AA would 
never reach me. As it is now, 
the kind folks back at the office 
can send it out in a company en- 
velope. Besides, some mail clerk 
doesn’t hold it up in the States 
because of lack of shipping space. 
Most regular-size newspapers and 
Magazines, even on subscription 


basis, rarely make the boat. 

No gripes. Nothing on my chest. 
Just a note of thanks and keep the 
AA PE’s coming. 

Set. RUDOLPH SCHLACHTA, 
' ¢/o Postmaster, San Francisco. 
vvy 


Some Bull? 

To the Editor: Probably the en- 
closed ad which ran in several 
national farm papers should have 
been titled, “Some Bull.” At any 
rate, REA officials are getting 


Cattle King 
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from Cotton County 


This is 16-year-old William 
Morgan, Jr., and his Hereford 
“Big Boy.” i 


néarly ran away with the honors 
at the Chicago Fat Stock Show. 


Bill and “Big Boy” rode 679 
miles in @ truck—a record dis- 
tance—to-attend the show. They 
finally got the red ribbon instead 
of the blue one, second prize in- 
stead of first. But they made the 
lowa winner step plenty to stay 
at the head of the judging linc! 

Remember that “Big Boy” 
didn't come from the cattle coun- 
try at all. He came from th. heart 
of the cotton built. But he is typi- 
cal of the new day in the Old 


having 
fever tick in the dipping vat, can 
now produce feeter calves to 
match any statc in the meat belt. 
Electricity bas had a lot to do 
with that—clectricity supplied by 
enterprising, business-managed 
electric corapanics. The 2700-acre 
Old Dominion Plantation, where 
both Bill Jr. and “Big Boy” were 
raised, is cicctrified throughout. 
The feed for 150 head of cattle is 


And, of course, “Big Boy” was 
sleeked up for the show with elec- 
tric clippers. 


Not only in the South, but 
the coun- 

try, farmers are relying more and 
more on electricity to help save 
time, money and labor. Water sys- 
tems, freezer cabinets, brooders, 
watcr heaters, feed grinders, milk- 
ing machines are at the top of the 


It will take a lot of electric 
power to serve tomorrow's farms. 
And the business-managed elec- 
tric gcompanies—well aware of 
their opportunity and obligation 


. will make sure that this power 


is available. 

Right now, these same busi- 
ness-managed companies are 
stepping up the farm electrifica- 
tion program which they pioneered 
years ago— extending reliable, low- 
priced electric service to unserved 
farms as fast as materials and 
manpower permit—working with 
farm groups and manufacturers 
so that th- farmer can profit by 
all the efficiencies of electric oper 


ground with electricity. Twoelec- ation, and his family enjoy all the 
tric pumps carry water to them. comforts of electric living. 


Meer MELSON EOOY ie “THE ELECTRIC 
HOUR™ with Reber? Armbrester’ 
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167 ELECTRIC LIGHT AND POWER COMPANIES 
SELF SUPPORTING, TAT PATING BUSINESSES 
Moma: of request trom tee ine 


DON'T WASTE ELECTRICITY JUST BECAUSE IT'S CHEAPT 


quite a chuckle from it. The farm 
in question is supplied with power 
from the lines of the REA-financed 
Delta Electric Power Association. 
President of the cooperative is 
William Morgan, father of the 
young man pictured in the ad. 

It’s too bad that Old Dominion 
plantation did not have electric 
service years ago. William Mor- 
gan Sr. tried for 15 years to get 
the private utilities to build a 
power line to his plantation, and 
finally had to give up and organize 
Delta, which is today the enter- 
prising, business-managed electric 
company supplying electric power 
to all the tenant houses, shops, 
barns, water pumps and residence 
on this successful plantation. 

It would appear that the REA 
cooperatives are now acknowl- 
edged to be private enterprises, 
and that our farmers who run their 
cooperatives are also business men, 
even though they aren’t numbered 
among the 167 companies sub- 
scribing to the advertisement. 

HAROLD HARTOGENSIS, 

Head, Editorial Section, Rural 

Electrification Administration, 

St. Louis. 
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Not Closed for Repairs 


To the Editor: I am sending you 
a photograph of part of devastated 
Manila, showing a large outdoor 


sign of the San Miguel Brewery 
which will need a “few” repairs. 
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Advertising Age, July 9, 1945 


Fortunately for the drinking G. Ls, 
the brewery didn’t suffer as much 
damage as its sign. 

I leave tomorrow for a 45-day 
furlough—after three years in the 
SWPA. 

Lt. EpGAR W. FEHRMAN, 
Manila, Luzon. 
.* TF @ 


Newspapers Must Sell 
Medium, Reader Says 


To the Editor: It was interest- 
ing to read your article, “Nation’s 
Dailies Mobilize for Postwar Ad 
Battles” (AA, June 11) which 
may have been better entitled 
“Papers Rustle Past Postwar 
Graveyard,” for it seems to me 
that is exactly what is happening, 
as I see it from the agency side- 
line. 

First, may I state that I cut 
my advertising molars in the dis- 
play staff of an a.m.-p.m.-Sunday 
combination, have since been em- 
ployed on a tabloid, a darned good 
Four A’s agency in a city of 250,000 
—and am located now in an agency 
in a leading southern city. For 
the sake of argument, therefore, 
we will assume I have received a 
fair share of experience, and thus 
have gleaned some basic knowl- 
edge from which I make the fol- 
lowing remarks. 

Radio has, for the past eight 
or ten years, and in all probabil- 
ity will, in the next decade, con- 
tinue to steal (on merit, mind 
you!) a hefty potful of lucre from 
newspapers—for want of a co- 
herent, cohesive newspaper cam- 
paign selling newspapers to the 
public as the top medium for in- 
formation, education, advertising 
and entertainment. Yes, and news! 
. .. Newspapers, as a group, fight- 
ing today for their very existence, 
have yet to SELL themselves! ... 

Sitting idly by, waiting for the 
entire radio industry to burn out 
a country-wide tube, is the atti- 
tude that seems to be current with 
men heading the advertising ac- 
tivities of at least three dailies. . . 
Is this passive attitude a disease 
—sort of a “linage-itis” that 
creeps up on a man after he’s 
turned down 400 inches display 
for tomorrow’s paper? 

My point is this: Let news- 
paper publishers stop trying to 
out-figure their competitor, and 
get together WITH opposing 
papers to figure out the best, most 
logical pieces of newspaper show- 
manship that can be run in their 
papers SELLING NEWSPAPERS; 
because the true competitor of 
each man is the nearest radio 
station! . Go to the Bureau, 
and yammer like very hell until 
newspapers, as a group, nation- 
wide, run a continuous, contiguous 
campaign selling newspapers over 
any other medium, for the intents 
to which the founders of those 
papers meant them—to give hot, 
concise news, features, pix, enter- 
tainment and advertisements to 
their subscribers! It’s time news- 
papers started to GIVE something 
away, to counteract radio’s giving 
18 hours of entertainment daily... 
The time has come when someone 
other than newsboys should SELL 
NEWSPAPERS! ... 

Please, Dr. Anthony, why in 
the hell doesn’t NEWSPAPER 
have “a program” to keep its audi- 
ence? ... Isn’t it about time that 
the big boys in the newspaper 
world arise in dignity from their 
calloused beams, and submit to 
examination for a vague sort of 


atrophy resulting from mental 
gout? 

I don’t know—I’m just asking... 
watching .. . waiting. 

S&S & &. 
vg¥sey? 

Makes Plea for 
‘The Lost Battalion’ 


To the Editor: It makes me 
awfully sad to notice an increas- 
ing number of ads in your paper 
for men “under 40.” My husband 
is 38—a member of “The Lost Bat- 
talion’” —the unfortunate thou- 
sands of soldiers between the ages 
of 35 and 40 who, for lack of suf- 
ficient credits, cannot be dis- 
charged until they actually reach 
40. 


What chance will they have at 
the end of the war to compete 
with younger veterans? How can 
anyone say that a man young 
enough to be forcibly retained in 
the Army is too old for whatever 
type job your ads may offer? All 


that marched them away from 
their homes and loved ones to 
sweat blood, risk their lives, and 
“die” each time a buddy fell is a 
chance at security when this mess 
is over—and security means a job. 
Is this asking too much for what 
they’ve done in Europe? 

Mrs. Lou!se N. PEtry, 

Cincinnati, O. 


. “= 
Why Prices Dropped 
To the Editor: Fawcett Publica- 
tions’ ad in your June 25 issue 
says: 
“Gillette safety razors dropped 


from $5 in 1906 to 49c (with five 
Blue blades) in 30 years of brand 
advertising.” 

But back in my memory is a 
recollection that the price of Gil- 
lette razors didn’t drop because of 
brand advertising but because the 
Gillette patents expired and no 
longer could protect Gillette’s 
fancy and unwarranted monopoly 
price for their product. 

Will someone who knows tell 
me if I’m right or wrong? 

J. B. MILGRAM, 

Advertising Manager, John 

F. Trommer, Inc., Brooklyn. 


Davidson Buys Site 


Davidson Publishing Company, 
Chicago, has purchased a four- 
story building at 32 E. Huron St., 
Chicago, and will move its edi- 
torial offices there about Aug. 1. 


Moffitt Appoints 

Moffitt Chemical Company, Los 
Angeles, maker of household 
cleaner, has appointed Davis- 
Harrison - Simmonds, Hollywood 
agency, to direct advertising and 
merchandising. The agency has 
also been named by Lucinol Com- 
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pany, Glendale, Cal., maker of 
plastic novelties and Lucite spe- 
cialties. 


Beekman Paper Appoints 


Beekman Paper & Card Com- 
pany, New York, has placed its 
advertising with Ralph Harris, 
New York agency. Business papers 
and direct mail will be used. 


Paper Changes Name 

The Enterprise, Virginia, Minn., 
has changed its name to the Mesabi 
Daily News, 


of paper. 


these men want from the country 


ONE COULDN’T 
DO IT ALONE! 


No single one of us alone could 
have handled the problems 


problems of all . . . to be best solved through 
continued cooperation. International Paper 
Co., 220 East 42nd St., New York 17, N. Y. 


arising from the serious war- 


ty 


time shortage of paper. With an all-out war with Japan ahead of us, it still 
needs the combined efforts of all concerned, from the mill to the ultimate user 


Fortunately, the necessary cooperative spirit showed itself from the very start. 
Mills and distributors have worked together to spread out the supply as fairly as 
possible. Buyers of paper have shown an amazing degree of ingenuity in fitting 
the job to the paper available. 


Out of this wartime teamwork has come a stronger industry, with a new 
awareness that the problems of one are the 


INTERNATIONAL > 
| PAPERS 4. 


ae Dilng 
and Converting 


Lithograph by James E. Allen 
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McDonnell to Schering 


Dr. John N. McDonnell, editor 
of American Professional Pharma- 
cist, and for the past four years 
head of research of the WPB 
drugs branch, has been appointed 
to the newly-created post of di- 
rector of domestic sales and pro- 
motion of Schering Corporation, 
Bloomfield, N. J., maker of endo- 
crine and pharmaceutical prepa- 
rations. Dr. McDonnell was 
recently national director for 
civilian distribution of penicillin. 


Wright Promotes Kennedy 


William D. Kennedy, vice-presi- 
dent and manager of Wright Aero- 
nautical Corporation’s Cincinnati 
plant, has been named vice-presi- 
dent and general manager of the 
corporation with headquarters at 
Paterson, N. J. He succeeds P. B. 
Taylor, who has resigned. 


Hanson Joins Rumrill 


Herbert R. Hanson, for the past 
19 years advertising manager of 
Pfaudler Company, Rochester, 
maker of glass-lined tanks, has 
joined Charles L. Rumrill & Co., 
Rochester agency. 


To Mutual Life 


Albert C. Trussell, formerly 
consultant with the Life Insurance 
Sales Research Bureau, has re- 
turned to Mutual Life Insurance 
Company, New York, as assistant 
to Roger Bourland, director of 
sales promotion. On Oct. 1, Mr. 
Trussell will become director of 
sales promotion and Mr. Bourland 
will resign to return to personal 
production in the field. 


Heads Spector Research 


Helen Egert, for the past five 
years head of the Egert Research 
Corporation, New York, has been 
named president and research di- 
rector of Egert Research Associ- 
ates, new affiliate of Raymond 
Spector Company, New York, re- 
organized from Miss Egert’s for- 
mer company to handle that 
agency’s research activities. 


Dugger Named V.P. 


Fowler Dugger, advertising 
manager of Progressive Farmer, 
New York, has been elected a 
vice-president of the Progressive 
Farmer-Ruralist Company. 


U.S. Suit Against 
Cement Institute 
Hits Price System 


Transportation Costs 
Again a Factor in 
Government Action 


Washington, July 3.—Govern- 
ment efforts to wipe out privately 
sponsored pricing arrangements 
which eliminate price competition 
within an industry, moved toward 
a significant test this week in an 
anti-trust action against a multi- 
, ple basing point system involving 
| the Cement Institute and 89 firms 
‘producing 99% of the nation’s 
Portland cement. 

In charging a conspiracy “to fix 
and maintain unreasonable, iden- 
tical and non-competitive prices,” 
Justice Department anti-trust chief 
Wendell Berge reported that dur- 
ing the past 15 years, the govern- 


ment, largest single buyer of the 
product, had found that regard- 
less of location, sealed bids from 
virtually all plants “have been 
identical to the ten-thousandths 
of a cent per barrel.” 

Mr. Berge contended that the 
industry, aware of the fact that 
transportation is an imporant fac- 
tor in the delivered price of a 
heavy commodity like cement, 
had agreed on a multiple basing 
point arrangement which “elimi- 
nated all natural competitive dif- 
ferences among cement manufac- 
turers,” resulting in “wasteful, 
unnecessary and expensive cross 
shipment of the product.” 


Must Pay Rail Freight 


Crux of the government’s case 
is the contention that in order to 
come up with identical bids, the 
cement industry was enabling 
certain so-called ‘“non-base” mills 
to charge for freight services 
which are not provided. A second 
major complaint is that the ce- 
ment industry insists on including 
rail freight charges in delivered 
price, regardless of whether the 
purchaser wishes to use other 
types of common carriers. 

Under the particular arrange- 
ments adopted by the industry, 
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eer ART is centuries old; dates back 
to Leonardo da Vinci, Michelangelo and 
Rembrandt. In modern times it has been con- 
fined to textbooks and medical journals. Last 
fall Modern Medicine lifted this age-old art 
from the obscurity of limited circulation and 
arranged an exhibit. . . “Jn Tribute to American 
Medical Artists”, that small band of unsung 
and generally unheard-of craftsmen who give 
a permanent record to medicine in the most 
highly specialized and exacting of all arts. 
Compiled originally for a single showing at 
the Minneapolis Public Library, the Medical 
Art Show has since been requested by univer- 
sities and libraries all over the U. S. The 
exhibit, sent on tour, attracted large crowds 
at the Rundel Memorial Building in Rochester, 
the Cleveland Health Museum, the Brooklyn 
Public Library, and Yale University School 
of Medicine. At the Enoch Pratt Library in 
Baltimore, it was viewed by a record-breaking 
audience of 40,000. 


The collection, consisting of 162 paintings and 
drawings loaned by artists associated with 
most of America’s famed medical schools, is 
scheduled for additional showings and will 
bring to thousands the first comprehensive 
view of this important phase of medicine. 

The exhibit under Modern Medicine’s 
sponsorship has been greeted with critical 
acclaim in Time, Newsweek, The Baltimore Sun, 
the New York World Telegram, the Cleveland Plain 
Dealer, as well as in other important news- 
papers in many major cities. It was hailed 
by physicians, art critics, and laymen as an 
important contribution to a better under- 
standing of a much neglected art. 

The exhibit, in a sense, complements and 
reflects our primary objective: to bring U. S. 
doctors a complete report of clinical advances 
in medicine with emphasis on diagnosis and 
treatment. To such worthwhile enterprise 
Modern Medicine lends the full force of its 


editorial distinction and ingenuity. 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 
PUBLICATION OFFICE— MINNEAPOLIS, MINN. 


NEW YORK + CHICAGO + CLEVELAND + LOS ANGELES - 


SAN FRANCISCO 
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Mr. Berge pointed out, the multi- 
ple basing point system calls for 
“base” and ‘“non-base” mills. 
Base mills quote mill price plus 
rail freight to destination; non- 
base mills quote mill price plus 
rail freight calculated from the 
nearest “base mill.” 


Recalls Corn Products Case 


While the legal basis differs, the 
new action seeks remedies which 
may broaden the discussion of 
transportation as a factor in price, 
raised in cases against Corn Prod- 
ucts and A. E. Staley which re- 
cently ended with Supreme Court 
rulings outlawing use of “phan- 
tom” shipping points (AA, June 
18). 
Facts in the cement case, as 
outlined by Mr. Berge, resemble 
those brought out by FTC in the 
Staley and Corn Products cases, 
when it was argued that use of a 
“phantom” shipping point in a 
single basing point system is a 
discriminatory practice, violating 
the Robinson-Patman Act, rather 
than “an instrument of competi- 
tion,” as claimed by the two com- 
panies. Since Mr. Berge prefers 
to put the cement case on a’ “con- 
spiracy” rather than “discrimina- 
tory” basis, however, the action 
will be heard under the Sherman 
Act. 


‘Phantom’ Freight Again 


In the Staley and Corn Prod- 
ucts cases, FTC pointed out that 
both firms were charging Chicago- 
plus-freight prices, although Staley 
shipped from Decatur, IIll., and 
Corn Products from Chicago and 
Kansas City. The court rejected 
Staley’s argument that it was 
merely trying to match the price 
of a competitor, and listened with 
sympathy to the argument that a 
'Corn Products Kansas City cus- 
tomer, receiving merchandise from 
the Kansas City plant, paid the 
same price as if the shipment 
came from Chicago. 

Similar facts, presented by Mr. 
‘Berge in the cement comolaint, 
jalleged that as a result of con- 
'sviracv, establishing “base” and 
'“non-base” mills, customers of 
|“non-base” milis located near a 
‘point of destination, are charged 
‘the same rail freight as if the 
cement had been carried by rail 
from the “base” mill, possibly sev- 
eral hundred miles away. 


Asks Dissolution of Institute 


Among the remedies which the 
government is asking is dissolu- 
tion of the Cement Institute. In 
addition, it contends that mills 
should be required to charge only 
their own mill price plus actual 
transportation, and that customers 
should retain the right to select 
the type of transportation which 
they want to use. The govern- 
ment also argues that a mill should 
remain free to absorb part of the 
transportation costs if it wishes to 
meet the price of competitors. 

The complaint says the enforce- 
mert of the conspiracy involves 
low and vunitive prices where 
mills refuses to abide by the sys- 
tem; standardized product qual- 
ity; standardized terms and condi- 
tions of payment; a system for 
simultaneous price changes by all 
mills, and restrictions of produc- 
tion. 


Canada Dry to Control 


Pedro Domecq Imports 


Canada Dry Ginger Ale, Inc., 
New York, to broaden its opera- 
tions in the liquor field and pre- 
pare for postwar expansion, has 
acquired from Comex Wine and 
Spirits Company, New York, the 
agency rights to import and dis- 
tribute Pedro Domecq _ brandies 
and sherries in the United States, 
Alaska and Hawaii. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily — each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours daily 
to bring you coverage of today's best- 


spending customers . . . 100,000 readers 
daily! 
* * THE *« * 


NEW HAVEN, CONN. 


JOURNAL-COURIER 
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School Never Ends 


for Salesmen of 
General Petroleum 


Los Angeles, July 5.—Con- 
vinced that men learn best by see- 
ing how a job is to be done and 
by being given a chance to prove 
they can do it thoroughly them- 
selves, General Petroleum Cor- 
poration maintains a special school 
in Los Angeles where salesmen of 
all classes are given complete in- 
struction so each man trained goes 
into the field knowing he can carry 
out his assignment in the most ef- 
ficient manner. : 

Recognizing that salesmen in 
years to come must be better 
equipped for their jobs, the mar- 
keting department of General Pe- 
troleum has a modern, specially 
equipped school building together 
with a full-time staff, including 
experienced instructors and tech- 
nical research men especially 
qualified to write text material. 
The school is prepared to give de- 
tailed courses of instruction in all 
branches of petroleum sales work, 
including sales through all classes 
of retail outlets as well as sales to 
commercial, industrial, aviation, 
marine and agricultural accounts. 

Under this plan every salesman, 
whether newly ‘employed, pro- 
moted or just returned from mili- 
tary leave, spends four to five 
weeks in attendance at the sales 
school before he enters upon his 
duties. At regular intervals sales- 
men are brought back from the 
field to attend brief refresher 
courses. 

General Petroleum executives 
have learned that this training 
program creates a team system for 
the entire organization, simplifies 
and clarifies sales procedure and 
crystalizes the proper approach to 
the solution of problems as they 
arise in the field. 


ABC Shifts Barry 


Charles C. Barry, national di- 
rector of program operations for 
the American Broadcasting Com- 
pany, has been named Washington 
representative for ABC, handling 
contacts with the various govern- 
ment agencies. Kenneth Berkeley, 
now ABC Washington manager 
and head of WMAL, ABC affiliate 
in Washington, will continue to 
supervise the  network’s _ pro- 
gram operations emanating from 
WMAL. 


Join Cincinnati C. of C. 


E. Leo Koester, with the Cin- 
cinnati Times-Star for the past 
nine years, has been named assist- 
ant director of public relations 
for the Cincinnati chamber of 
Commerce. Arthur R. Sievert, 
formerly with the United States 
Chamber of Commerce, was re- 
cently named to head the cham- 
ber’s public relations department. 


‘On the Pacific Coast 


houses 
are different 


Westerners like houses to have 
lots of emphasis on view, sun- 
shine in the patio, and conven- 
ience for outdoor as well as 
indoor living. The point is, 
Westerners live differently, and 
to keep posted on the kind of 
living they like, a quarter million 
of them subscribe to Sunset, The 
Magazine of Western Living. 


Joins Badger & Browning 


William B. Lowther, recently 
discharged from the Army, and 
formerly with Badger & Browning 
and Hersey, New York, has joined 
Badger & Browning, Boston, as 
assistant to the vice-president. 


Meyers Moves to WGN 


William C. Myers, formerly with 
the advertising department of 
Commonwealth Edison Company, 
Chicago, has been appointed sales 
promotion manager of Station 
WGN, Chicago. 


United Film Handles 
Bond, Coronet Ad Films 


United Film Service, Kansas 
City, is handling the advertising 
films for General Baking Com- 
pany’s Bond bread and for Coro- 
net magazine, not Motion Picture 
Advertising Service, New Orleans, 
as reported in the July 2 issue of 
ADVERTISING AGE. 


Le Brun to Mutual. 

Harry Le Brun, former national 
sales manager of WCKY, Cincin- 
nati, and previously commereial 


manager of WNOX, Knoxville, 
has joined Mutual Broadcasting 
System as southeastern field rep- 
resentative for the network’s sta- 
tion relations department. 


| Appoints Arndt & Co. 


General Machine Company, Em- 
maus, Pa., has appointed John 
Falkner Arndt & Co., Philadel- 
phia, to handle its account. 


A Nationwide Svur- 
vey of Radio end 
Electronic Techai- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST BROAOWS\ 
NEW YORX 7. ! 


A Clear 


of motivated action every minute of the time they’re on the air. WGN’s citation, from the Ohio 
State University Sixteenth Annual Institute for Education by Radio, is an example. Itfreads in 
part: ‘‘... to WGN for the program Republic Steel of the America Unlimited Series, first award 
for.a hard hitting, smoothly produced program . . . emotional appeal blended with excellent 
showmanship.”’ Or the Human Adventure Series, which merited the Peabody award in the 1945 
judging of outstanding programs. Successful programs stem from a background of years of 
showmanship experience in producing quality shows. One of many reasons why WGN leads the 


field, among Chicago’s major stations, in local and national spot advertising. 


Channel Station 


ROLLING STONES 


gather no moss. And so it is with dynamic programs that roll right along with the dash and verve 


CHICAGO 11 
ILLINOIS 


50,000 Watts 
720 Kilocycles 


MUTUAL BROADCASTING SYSTEM 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
West Coast: Edward S. Townsend Co., Russ Building, San Francisco, Calif. 
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... like California without the 


BILLION DOLLAR VALLEY OF THE BEE 


AKE OUT the Billion Dollar Valley of the Bees, and California would 
look rather odd, too. 

For in this great 500-mile Valley live 1,220,000 people, a good 
chunk of the State’s population. And these people contribute a whopping 
share to the State’s wealth from farming, mining, oil, lumber and other 
enterprises. In fact, people in the Valley have an effective buying income 
of one and a half billion dollars. 

Per capita retail purchases there top the national average by 34%. 
Total dollars spent at retail by Valley residents exceed Boston’s or Pitts- 
burgh’s. And for food they spend more in total dollars than any U. S. city 
except the five largest.* 

Z Yet Valley people keep a weather eye on the future. They added in 


‘s a recent year a staggering 728 million to their savings. 
Is there something you want to say to these prosperous people? 
: Then say it in local newspapers—for the Billion Dollar Valley of the 


Bees is an independent market, isolated from the influence of outside 
newspapers. Put The Sacramento Bee, The Modesto Bee and The Fresno 
Bee on your California schedule. These three McClatchy newspapers are 
the dominant on-the-ground papers, read daily by most of the well off 


people in the valley. 


M°CLATCHY 


National representatives ...O'MARA & ORMSBEE, INC. 
New York + Los Angeles + Detroit +« Chicago + San Francisco 


NEWSPAPERS. 


>< For you who thrive on statistics, 
here’s what Sales Management’s 1944 Copyrighted Survey shows 
s; a. y TheValley of the Bees has 1,220,000 people. 


15.39% of the State’s total. More popula- 
tion than Baltimore or Cleveland. 


y¥ Effective Buying Income in the Valley of 
the Bees is $1,472,207,605. That’s more 
than the total urban EBI in 30 of the na- 
tion’s 48 states. 


y Retail sales in the Valley totaled $774,155,- 
960. Only five cities in the entire country 
exceeded that figure. The Valley ranks right 
next to Philadelphia and Los Angeles — 
ahead of such markets as Boston, Wash- 
ington, D. C., Pittsburgh, San Francisco 
and Cleveland. 


y And the three McClatchy Bees dominate in 

Valley trading areas where live 83% of all 
those people ... where 81% of all that EBI 
is concentrated ... where 88% of all those 
retail sales are made. 


ABC coverage of 88% in metropolitan 
area. In 14-county area, more than 
double circulation of nearest competitor. 


, ABC coverage of 91% in city zone: 
+ 57% of trading area. 


ABC coverage of 90% 1n city 
zone; 50% in trading area— 
largest circulation of any news- 
paper berween San Francisco 
and Los Angeles. 
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Advertising Age, July 9, 1945 


The World, the Peace and Andy Gribbin 


It-takes peiple to make a liowse & lites bat k 
takes people to make the earth & world. That's’ 


nation, indivisible, with liberty and justice for all. bility, of effort could again ruin the poser and 


what the world is— people. Andy Gribbin here 
is the essence of the world because he’s just 
about as small as people can be: 


Now animp thing about Andy Gribbin's 
education is that his whole early life is spent in 
learning the essential ‘business of cooperation, 
of getting along with fellow-beings. First, be has 
to‘learn how to fit into his i tate family, 
learn the give-and-take necessary to get along 
with brothers, sisters, elders. 

Then, atter.a few. years, his world enlarges, 
he is sent to school, Pretty soon he learns how 
to spell C-A-T, a moderately useful, thing ‘to 
know. But about this same time he learns some- 
thing much more valuable, which is that he musn't 
pull the cat’s tail because a cot is a being, and 
therefore entitled to certain inalienable rights. 

He also learns that 1 pins 1 equals 2. That 
also is fairly useful. But much more useful is 


Aa Andy grows up his world will coritinually 

expand. At church, at school, in blsiness. And 

through it all will run the theme of cooperation, 

of ‘getting along with people of different relig- 

ious, political and economic beliefs; with people 
some of whom he doesn't even like. ¢ 


set the stage for World War 3 


What can you do to help make sure that war 
will never come? You can 


First, get and keep yourself infornied about 
the specific proposals for peace and inter- 


But — the tragedy of world history is thaf 4-« national coopetation which are now before 


the Andy Gribbins have not learned tha 
in a constantly shrinking world, cébpera- / 
tion must extend beyond the borders of the 


country; that just as it is necessary to get along 


with neighbors and neighbor states, 90 is it 
necessary to get along with neighdor nations. 

And today, with no spot on earth more than 
sixty bours away by plane, with oceans shrunk © 
to the width of rivers, with the age of rocket- 
travel upon us, aii nations are neighbor nations. 

There are hopeful signs that finally we are 
awake to this. There are hopeful signs that 
Andy Gribbin will not face a World War. 


us. Read and fisien to the discussions of 
them. Ask your Public Library, school, 
church for materia! on them. 

Second, interest your friends in-these qaes- 
tions. Get them discussed in any Social, 


labor, business, religious ot viher groups fa- 


which you belong. 


‘Third, say what you think— for of againat— 
in writing, to your Congressman, and Sen- 


ators, io your newspaper. Declare yourself, 2 - . 


Speak up. 


+ * .. 


teorning that 48 equale 1, that 48 states make 1 


No one in advertising who has been in 
long pants since before the war can forget 
the copy that appeared in magazines from 
time to time over the signature of World 
Peaceways. 

Unfortunately, that advertising began 
very late and there was very little of it. 
It also was concerned primarily, or 
seemed to be, with the horrors of war 
rather than the reasons. 

Perhaps it was too late for the latter. 

But this is another day. It also may 


You Ought toKnow . 


In the early 1920s Hollywood produced 
“The Go-Getter,” a typical Horatio Alger 
tale about a young man who triumphed 
over all the adversities that an imagina- 
tive cinema writer could devise, and even- 
tually became rich and famous. Alfred D. 
McKelvy saw that film 
and was soinspired 
that he immediately 
went out and got his 
first job. 

Like the film, Mc- 
Kelvy’s story began 
conventionally enough. 
He was born ona 
horsehair sofa, on the 
second floor of a house 
in Atchison, Kan., in 
1901. He went to 
Princeton and spent 
his summers as a sailor on a tramp 
steamer going to Russia. 

When he graduated from Princeton, he 
came to New York, in 1920, with $14 in 


Alfred D. McKelvy 


Even so, alack of determination, of reaponsi- 


PREPARED BY THE WAR AOVERTINIKS toueciifz 


be the beginning of a new, bright era. 

And if a people can be made to under- 
stand the causes of war, then, we think 
advertising can help immeasurably the 
cause of peace. For certainly advertising 
like that above from the latest and great- 
est of the War Advertising Council cam- 
paigns makes clear the responsibility of 
every American and the means at his dis- 
posal to do something with it! 

We hope this advertising will be given 
a chance. 


e @ Alfred D. McKelvy 


his pocket. Now he is not only president 
of Alfred D. McKelvy & Co., leading man- 
ufacturer of men’s cosmetics, but in some 
quarters has been called “the man who 
founded the industry.” 

After Alfred saw “The Go-Getter,” he 
went to the corner drug store where he 
looked up the names of various lumber 
companies in the classified directory. “I 
didn’t know any other way to determine 
their relative importance,” he says, “so I 
just chose the ones listed in heavy black 
type.” 

Go-getter McKelvy started work with 
Bossert Lumber Company, in Brooklyn, 
as a laborer, but it wasn’t long before he 
was secretary, at $40 a week, to Tom 
Parks, of Parks Lumber Company. There 
he spent a year and a half until an auto- 
mobile accident provided him with a full- 
time three-month job in a hospital bed. 

When he got out he was hired by 
Beech-Nut Packing Company to drive a 
truck and sell chewing gum, an assign- 


ment he gave up toward the end of 1925 
to sell boom-time Florida real estate. He 
sold it, too, but in 1926 he was on his way 
to Texas with $50 in his wallet. 


His next job was selling prune butter 
for a Texas grocery firm. Some one had 
apparently purchased the stuff and there 
were three carloads of it on hand. To 
test his sales ability, McKelvy was given 
the territory below the Rio Grande. 

He had absolutely no success and was 
just about to give it up as a bad job when, 
on a hot and hungry day, he lunched on 
an entire jar of the prune butter and 
bread. His ensuing experience provided 
an entirely different sales approach for 
the campaign, and unhampered by pure 


food laws in Mexico, McKelvy thenceforth © 


heralded the product as a laxative. The 
three carloads disappeared in short order. 
He left the grocery firm to become a 


salesman with the Midland Flour Com- -: 


pany, Kansas City, and in 1928 he became 
advertising manager of the company. 
While there, he developed a prepared bis- 
cuit flour, the first, he claims, on the mar- 
ket, but company officials couldn’t see its 
value and the product was never mar- 
keted. 


In the fall of 1932 he left Midland, and 
invented a vending machine to sell cigarets 
at one cent each. He had, and still has, 
permit No. 1 to sell smokes at that price. 
The venture, called the International 
Vending Machine Company, was going 
fine, with 300 of the machines in opera- 
tion when the 1933 bank holiday arrived. 

All of McKelvy’s money was in the Fi- 
delity Bank & Trust Company, which 
never re-opened its doors. He borrowed 
on his insurance, paid off his debts and, 
with his brother, got into a car and went 
to Colorado to pan gold. The two had $87 
to show for their next three months’ work. 
But McKelvy feels that by that time he 
had begun to learn the technique and 
might have shown a better record for the 
next three months had he not returned 
to Kansas City. 

There he joined the Russel C. Comer Ad- 
vertising Company and began writing ra- 
dio shows. He had a $20 a week draw- 
ing account which he apparently did not 
earn, because he was fired. To prove his 
worth he contracted to record transcrip- 
tions for the agency. 


The usual fee charged by the studio 
was $500 a day or $150 a record. If the 
daily rental was used and no records were 
turned out, the agency had to accept the 
loss; on the other hand the $150 fee guar- 
anteed a perfect recording. 

McKelvy was paid $150 per record and 
hired the studio at the daily rate. He 
turned out 14 transcriptions in one day 
and pocketed the $1,600 difference. 

At this time he began “The Adventures 


of Clem and Tina” a transcription series 
for the Faultless Starch Company. His 
royalties were $25 a record and $5 from 
each station. 

In 1935 he sold the show to the Tide 
Water Oil Company on a succeed or free 
basis. The show was more than success- 
ful and in the areas where it was broad- 
cast, Tide Water sales soared. Lennen & 
Mitchell purchased the broadcasting rights 
to the show and in 1936, McKelvy joined 
Arthur Kudner, Inc. 


In 1937, he went to Batten, Barton, 
Durstine & Osborn to handle the Borden 
account. When, in 1938, the agency was 
appointed to handle the Cream of Wheat 
account, McKelvy switched to the Minne- 
apolis office. 


It was in 1939, while still working for 
BBDO, that he started the Seaforth line 
of men’s toiletries. He set up a labora- 
tory in the basement of his house and 
experimented with scents and packages. 
To test the perfumes, he had samples of 
the nine odors on display in three Western 
Union offices. The reasoning was simple: 
“Ninety per cent of telegraph business is 
from men who are reasonably affluent.” 

To publicize the scent, McKelvy had an 
automatic spray installed in the North- 
western Bank. Every 15 minutes, sup- 
posedly, the spray would discharge Sea- 
forth cologne into the bank for 15 seconds. 
The gadget was hidden behind an iron 
grille, its location apparently remaining 
unknown to the bank’s personnel. 


The machine, for some reason, refused 
to turn itself off at the proper time, and 
in several hours, had injected a three 
month’s supply of cologne into the bank. 
Finally, the machine was located and shut 
off, but, says McKelvy, “not until every 
man had become so scented that he had 
to think up an alibi to tell his wife.” 


Despite this and other set-backs, the 
venture continued to grow. At first all 
the bottles were filled by hand; the caps 
would not stay put; furthermore, the 
original metal caps were so expensive that 
profits were practically impossible. 

Gross sales for 1939 amounted to $3,900, 
a net loss of $3,000. But in 1940, Mc- 
Kelvy, who in the meantime had resigned 
from BBDO, secured $52,000 and from 
then on the business grew. The Seaforth 
line was grossing $250,000 within two 
years and the “go-getter” had gotten 
there. 


In 1941, McKelvy sold his men’s toiletry 
company to Vick Chemical Company for 
an undisclosed, but pleasant to contem- 
plate amount, and moved his base of 
operations from Minneapolis to New 
York, where he continues as president of 
the company, as well as its package and 
container designer and its merchandising 
genius. 


the P ag 7 O/T f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


By ELON G. BORTON 


Director of Advertising 
La Salle Extension University 


Small advertisers with small budgets 
who must make every penny count, as 
well as painstaking larger advertisers, 
take unusual care to employ a “hitch- 
hiking” principle to good advantage. They 
try to make their ads, mailing pieces and 
product shipments carry one or more 
hitchhikers to bring extra results. 

Thus one advertiser sending many 
thousands of fairly large catalogs to in- 
quirers each year binds in, next to the 
back cover, a page of three reply inquiry 
cards properly perforated for easy use. 
On the page alongside the cards is a 
brief note suggesting that the recipient 
pass these cards along to friends who 
might be interested in the product. The 
inquiry cards thus received as a plus 
have in some years, if figured at the ad- 
vertiser’s average cost of other inquiries, 
carried the entire cost of the catalogs. 

A garden nursery prints on the back 
of its catalog envelope a special propo- 
sition not mentioned in the catalog itself. 
The sales from this envelope proposition 
pay a good part of the cost of mailing 
the sales catalog. Similarly one magazine 


promotion department prints a_ special 
proposition on the back of its reply 
envelopes with very profitable results. 

Many mail order publication ads pre- 
senting one product include mention of 
other products in their coupons or in 
some other special way in the ads. 
Results on the main proposition seem 
to be as good as though there were no 
extra products mentioned. So the in- 
quiries on the “hitchhikers,” and they 
are often quite numerous, are all plus. 

The idea is not new nor limited to 
mail order advertising. Many general 
advertisers have used it largely and for 
years. Milk companies usually carry ad- 
vertising on their bottle caps. Manufac- 
turers of all kinds put descriptive folders 
in the packages of their goods. Stores 
and utilities often enclose folders with 
their bills. 

The Pay-Off has discussed before (AA, 
May 7, 1945) a variation of this method 
—the common practice of mail order ad- 
vertisers using many enclosures in each 
mailing of any kind. It works. 

But we are convinced that most of us 
advertisers still fail to take full advan- 
tage of the “hitchhiking” idea. Think 
over your own practices and see if you 
cannot do more with it. 
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Book Lists History 
of Control of Radio 


Edwards Brothers, Inc., Ann 
Arbor, Mich., publisher, has pub- 
lished a compilation of interna- 
tional controls on radio and com- 
munication written by John D. 
Tomlinson. The volume, originally 
presented as a dissertation at the 
University of Geneva, Switzer- 
land, is priced at $2.50. 


Hat Institute Reelects 

Neil D. urphy, Mallory Hat 
Company, anbury, Conn., and 
David H. Harshaw, John B. Stet- 
son Company, Philadelphia, have 
been reelected president and vice- 
president, respectively, of the Hat 
Institute, New York. Julius Wolff, 
Schoble Hats, Philadelphia, was 
elected to the board and all other 
directors were reelected. 


Joins McClatchy 

Raymond H. Rhodes has joined 
the recently organized promotion 
department of the McClatchy 


Newspapers and McClatchy 
Broadcasting Company, Sacra- 
mento. 


WPB Sued over Paper 
Order by Holyoke Firm 


The Holyoke Publishing Com- 
pany, Holyoke, Mass., comic and 
detective magazine publisher, has 
brought suit in federal court 
against the WPB, contending that 
it was forced out of business by 
a WPB limitation order against 
the use of paper for magazines. 
The company asks that the court 
enjoin the WPB from interfering 
with its use of paper and to de- 
termine its proper paper quota. 


United Drug Ups Culver 

Maj. Gordon S. Culver has been 
elected vice-president in charge 
of retail operations and merchan- 
dising of United Drug Company, 
Boston. Prior to his Army serv- 
ice, Major Culver was merchan- 
dise manager of the Walgreen 
Company, Chicago. 


EMS Beer to Hirsch 


Maurice Lionel Hirsch Company, 
St. Louis, has been named to 
handle advertising of the EMS 
Brewing Company, East St. Louis, 
Ill. Radio, newspapers and out- 
door have been selected as media. 


Plan Hearings on 


Higher 2nd, 3rd 
Class Mail Rates 


Washington, July 5.— Unless 
Robert Hannigan, who took over 
direction of the Post Office De- 
partment last week-end, reverses 
the policies dictated by his prede- 
cessors, House post office commit- 
tee members expect to debate the 
possibility of higher second and 
third class postage rates this fall. 

Definite word that new second 
and third class rates may be asked, 
as part of the plan to make all 
classes of mail pay their way, 
stemmed from debate on the 
House floor last week-end, when 
higher rates for catalogs and sim- 
ilar advertising matter were for- 
warded to the Senate. 

The floor battle over the higher 
fourth class charges for catalogs 
was brief but sharp, with mem- 
bers still uncertain whether the 
higher rates will prove to be a 


boon to large mail order houses, 
or to their independent local com- 
petitors. 

According to Rep. Clarence 
Brown of Ohio, who led the op- 
position in the fight against the 
new rates, mail order houses have 
their own delivery systems, so 
the damage will fall to “literally 
thousands upon thousands of small 
manufacturers who are sending 
out their small catalogs to small 
business men.” 


‘Soak the Giants’ 


Rep. Charles McKenzie of Louis- 
iana countered that in the local 
zone “where the small business 
man is going to circularize ‘his 
trade,” the rate does not change. 
Conceding that mail order houses 
make extensive use of truck and 
rail deliveries, he added that they 
nevertheless “make the most use 
of catalogs, sending out their 
prospectuses and price lists and 
what have you all over the coun- 
try.” 

oA presenting the bill, Rep. 
Thomas Burch of Virginia, chair- 
man of the post office committee, 
argued that “catalogs are sent 
out by mail order houses, adver- 
tising their wares; sent out in 


, 
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START 720% REACHING THIS 


$221,000,000 MARKET 


The big 48 page Edition coming in September that highlights 50 years 


of A.B.C. progress is your opportunity to start consistently reaching 
a growing market with an unlimited postwar potential. 


Producing more revenue than any other sport—three times as much as 
Professional Baseball—!6,000,000 fans and their proprietors open new 
avenues of distribution for all who would serve America's Number One 


Here is the only publication with 100°, distribution to A.B.C. Certified 
Establishments, Sanctioned League Secretaries and Officers of Chartered 
City Associations. Check the distinguished national Advertisers who are 
profiting each month through this media. 


This special Edition gives you all the “Highlights in the New World 
of Bowling" since the founding of the Congress. Your advertising 
readership and coverage will hit an all time new "high" 
when the feature sports writers of the nation's press pay 
tribute to its achievement. Here is an issue that will be 
anticipated, read and kept by everyone. 


This is your opportunity to begin telling your story in an 
issue of lasting influence, at a | time page rate of $200. 
Forms close August 5th, so make your space reservation 
today for this and succeeding editions and send it to 


Advertising Offices—2200 North 3rd Street, Milwaukee 12, Wis. 
Phone Concord 0300 
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competition with merchants scat- 
tered all over the country, the 
smaller merchants and the inde- 
pendent merchants. 

“Those merchants cannot under- 
stand why this Congress should sit 
here and subsidize the big mail 
order houses to their detriment 
and why they should be required 
to pay taxes to meet these sub- 
sidies.” 


Study Profit Possibilities 


Proponents of the bill explained 
that the increase for catalogs was 
but one of a series of steps result- 
ing from a Post Office cost ascer- 
tainment study designed to de- 
termine the actual cost of han- 
dling various classes of mail. 

Since the law requires that 
fourth class mail be self sustain- 
ing, it was explained, a bill rais- 
ing parcel post rates has already 
been approved, and another bill 
dealing with books mailed fourth 
class is under discussion. 

Members of the committee said 
that ordinarily, only first class 
mail shows a profit, and that the 
Post Office Department’s $150,- 
000,000 surplus last year stemmed 
from the abnormal first class busi- 
ness generated by the war. Mem- 
bers contended that all classes 
should pay their way so that first 
class rates could be reduced. 


Hearings Planned 


During the debate, it was openly 
conceded that in carrying out that 
policy the committee might go 
beyond the present law, which re- 
quires only that fourth class be 
self-sustaining, and insist that 
newspapers and other users of 
the second and third class privi- 
leges pay their way. Rep. William 
Cole of Missouri, a post office com- 
mittee member, said hearings on 
first, second and third class were 
tentatively set for after the sum- 
mer recess. 

Opponents of higher postal rates 
insist that increases at a time when 
the Department shows a $150,000,- 
000 profit represent “profiteeing” 
on the part of an agency set up to 
provide a service. In pushing the 
bill through committee, members 
argued that the present profitable 
first class volume would not con- 
tinue, and that the Department 
should be put on a business-like 
basis. 


CBS to Buy KOW 


CBS has applied to the FCC for 
permission to buy KQW, San 
Francisco, from the Brunton 
brothers for $950,000. The trans- 
action, when approved, would 
keep the network’s owned and op- 
erated stations at eight, since CBS 
also proposes the sale of WBT, 
Charlotte, N. C., to the Jefferson 
Standard Life Insurance Company. 
KQW operates on 740 kc., 5,000 
watts, with an FCC application on 
file to change to 50,000 watts. The 
station is currently a CBS affiliate. 


Ross Adds Accounts 


Equitable Paper Bag Company 
and Washington Concrete Com- 
pany, New York, have appointed 
Philip I. Ross Company, New 
York, to handle advertising. Busi- 
ness publications and direct mail 
will be used. 


Toastmaster Ups Davis 

Harry B. Davis Jr., previously 
traffic manager, Toastmaster Prod- 
ucts division, McGraw Electric 
Company, has been appointed New 
York district manager. 


McLain Drops Account 


McLain Organization, Philadel- 
phia, has resigned the account of 
Commercial Factors Corporation, 
New York. 
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94% Preter ‘Light’ 
Ads, Newspaper 


Survey Reveals 


Washington, July 3. — A pre- 
ponderant majority of Washing- 
ton’s women newspaper readers, 
94.9%, prefer light, clean ads to 
bold “attention getters,” accord- 
ing to a recent survey made for 
the Washington Times-Herald by 
its advertising agency, Kal, Erh- 
lich & Merrick. 

The study was made to verify 
the newspaper’s contention that 
light ads are better read than 
those jammed boldly into space 
tightened by wartime restrictions. 
Last February the Times-Herald 
began to enforce its rate card 
stipulation reserving the right to 
Ben Day or modify heavy blacks, 
background, borders or reversed 
type. This March, through the 
research department of its agency, 
the newspaper studied 654 per- 
sonally signed interviews with 
Washington women shown com- 
parative pages, and reached the 
following conclusions: (1) 85.3% 
of the women interviewed regu- 
larly consult the retail grocery ads 
of the Times-Herald before buy- 
ing; (2) 94.9% prefer the lighter 
style of advertising; (3) only 5.1% 
prefer the blacks and heavy tones, 
and (4) the creators of advertis- 
ing, who are mostly men, have 
never fully appreciated the over- 
whelming preference by women 
for the light ads. 

The newspaper reports that 
“there have been some squawks 
(from advertisers) and the Times- 
Herald lost several accounts which 
demanded black advertisements. 
This, however, has been more than 
offset by an increased use of the 
paper by advertisers who prefer 
light copy.” 


Church of England 
May Advertise 


The commission of evangelism 
of the Church of England, ap- 
pointed by the Archbishop of Can- 
terbury, has recommended that 
“the Church should make an ad- 
venture in Christian education 
through advertising upon a na- 
tionwide scale and with expert 
advice in what is a highly-special- 
ized art.” 

The commission’s report cites 
the success of government adver- 
tising during the war, and sug- 
gests a publicity department of 
the Church assembly. 


Conhaim Appointed 


Herbert J. Conhaim, for the past 
two years with UNRRA as chief of 
the division of clothing, textiles 
and footwear, has joined N. Er- 
langer, Blumgart & Co., New York, 
directing advertising and_ sales 
promotion. Before joining UNRRA, 
Mr. Conhaim was president and 
general manager of Jim Dale 
Roadside Stores, 


Sheppard to Morris 


N. B. Sheppard, for the past 
five years in charge of advertising 
production and promotion and 
packaging for Ex-Lax, Inc., Brook- 
lyn, has joined H. C. Morris & 
Co., New York, as account execu- 
tive specializing in package goods 


A FACT 


View of tomorrow! Pencil Points 
gives building designers just 
that in new editorial section 
“MATERIALS & METHODS.” 
Starts July. 


Moral For You: Put yourself 
in the picture by advertising in 


PENCIL POINTS 


PROGRESSIVE ARCHITECTURE 


Send for new book “10 FACTS” 
330 West 42nd St., N. Y. 18 
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Market Study Interests 
AMA Group Most 


Market research, Latin America 
as a market, and advertising, in 
that order, are the subjects relat- 
ing to foreign trade in which mem- 
bers of the international markets 
and marketing group of the New 
York chapter of the American 
Marketing Association are  pri- 
marily interested. Other subjects 
receiving the most votes by those 
returning foreign trade question- 
naire sent them by Morris S. Ship- 
ley, chairman of the group, are 
merchandising availability and de- 
pendability of basic statistics, busi- 
ness customs and practices and 
trade barriers. 

The foreign trade area in which 
most showed interest was Latin 
America, with Europe and the Far 
East in second and third place. 


Deepfreeze Sets 
Selling Plans 


Chicago, July 5.—The Deep- 
freeze division of Motor Products 
Corporation will depend upon in- 
dependent specialty distributors 
for its postwar sale of home 
freezer cabinets, and has prac- 
tically completed its distributing 
organization in the United States 
and foreign countries, according 
to F. F. Duggan, general sales 
manager. 

The division decided upon in- 
dependents, Mr. Duggan said, fol- 
lowing an extensive survey which 
pointed to them as the best mer- 
chandisers of specialty items. In- 
dividual territories are determined 
by the independent’s ability to 
serve the area quickly and effi- 
ciently. 


Deepfreeze has appointed more 
than 40 distributors in major cities 
and is “fully confident that we 
have chosen a hard-hitting, ag- 
gressive distributing group,” Mr. 
Duggan declared. 


Starts 5th Year on KBS 


Miles Laboratories, Elkhart, Ind., 
first major national advertiser to 
use a live network program on a 
transcribed basis on Keystone 
Broadcasting System, is starting 
its fifth year on KBS with the re- 
newal of the “Lum ’n’ Abner” 
quarter-hour series four’ times 
weekly. The program is heard for 
Alka Seltzer and One-A-Day vita- 
min B-complex tablets. Miles also 
sponsors “Historical Almanac of 
the Air” on KBS for Nervine. 
Agency is Wade Advertising 
Agency, Chicago. 


Smith Rejoins KDYL 

Emerson S. Smith, released after 
34 months’ service in Marine pub- 
lic relations, has rejoined KDYL, 
Salt Lake City, as program di- 
rector. 


Michel-Cather Resigns 
Michel-Cather, Inc., New York 
agency, has resigned the account 
of the Korfund Company, Long 
Island City, N. Y., maker of vi- 
bration control equipment. 
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Over the Air... 


saluted WCOP. 


PHILCO HALL OF FAME welcomed WCOP’s 
new Blue affiliation by originating in Boston 
from Symphony Hall. 


GUY LOMBARDO and his entire organization 


PAUL WHITEMAN joined the Boston “Tub 
Thumpers” in hailing WCOP through a unique 


BLANKETS BOSTON WITH BLUE BALLYHOO! 


WCOP joined the Blue Network on fei I5 with a publicity and advertising 
campaign that Boston won't soon forge! 


nd 
e 


All over Town... 


In the Newspapers... 


750-line ads in city papers for four days to pub- 
licize WCOP as new outlet for Blue shows. More 
ads in 32 suburban dailies and weeklies. 


Car Cards and Dashers on Rapid Transit and 
Surface Cars... Window Displays and Window 


broadcast. 


WCOP celebrated “New to the Blue” with a 
special half-hour show of its own. 

TOM BRENEMAN awarded the “Breakfast in 
Hollywood” Orchid to BOSTON’s good neighbor 


in the first broadcast of this famous feature to 
come over WCOP. 


Press parties did the rest. We're still looking f 
WCOP boosts itself, boosts its advertisers with t 


Cards . . . Fliers for Kids about Kid Programs. 
Hotel Lobby Displays . . . Jumbo Postals to 1500 
Grocers and Druggists merchandising Blue Net- 
work advertisers. 


r any stone left unturned . . . there aren't! 
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A Cowles Station — Exclusive Boston Blue Network Outlet 
Costs and Availability from any Katz Office 
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Bureau Notes Union Oil 
‘Free Enterprise’ Drive 


An institutional campaign of the 
Union Oil Company of California, 
Los Angeles, devoted to industry’s 
case for free enterprise is the sub- 
ject of the June “Advertising 
Facts” folder just released by the 
Bureau of Advertising, American 
Newspaper Publishers Association. 

The campaign, running for more 
than two years, is 90% concen- 
trated in newspapers, appearing in 
197 dailies in 172 cities. Maga- 
zines have been used as well. 
Currently, ads varying from full 
pages to 1,260 and 672 lines run 
every five weeks. High readership 
has been found in studies con- 
ducted by the company’s agency, 
Foote, Cone & Belding, Los Ange- 
les, the bureau reports. One ad 
attracted the attention of 62% of 
the men and 49% of the women 
readers, with 58% of the lower-in- 
come readers of both sexes reading 
the ad. Of the thousands of let- 
ters received by Union Oil, 85% 
were definitely favorable, 9% neu- 
tral, and 6% unfavorable, the com- 
pany stated. About 15,000 bro- 
chures containing the ads have 
been distributed, with another 


printing of 2,000 now on press. 
Several colleges are using the cam- 
paign as text material in economics 
courses. 


Bradford to Schollhorn 


James H. H. Bradford, recently 
a captain in the Army air forces, 
and previously owner of the 
Howe Company, Springfield, Mass., 
maker of painters’ supplies and 
accessories, has been named sales 
and advertising manager of the 
Wm. Schollhorn Company, New 
Haven, maker of Bernard pliers 
and special purpose tools. 


Joins Kurly Kate 


T. J. Stapleton, formerly with 
General Foods Sales Corporation, 
has joined Kurly Kate Corpora- 
tion, maker of wire products, Chi- 
cago, as central division sales 
manager. 


To Walker & Minton 


John A. Nelson, head of the 
media department of McCann- 
Erickson, San Francisco, for the 
past five years, has joined the Los 
Angeles office of Walker & Min- 


ton, advertising representative. 


Harvester Plans 
to Restore Own 


European Plants 


Chicago, July 3.—While the 
full operation may be expected to 
take many months, International 
Harvester Company is going ahead 
with plans to reopen its European 
plants for the assembly and manu- 
facture of badly-needed farm 
equipment. 

War damage to plants and a 
considerable number of branch 
houses has not yet been fully as- 
sessed, company officials said last 
week. Many of the branch houses 
have been destroyed. Some plants 
escaped serious damage, while 
others were wrecked. It may be 
two or three years before the com- 
pany can determine the exact loss 
throughout the war area. 


Foreign Staff to Return 


Meanwhile, most of the key men 
in Harvester’s foreign operations, 
now located in this country, are 
getting ready to return to their 
European posts in a few months. 

Of Harvester’s two plants in 
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Henry Clay Frick 


1849-1919 


At 21, he foresaw the vast demand for coke to 
keep Pittsburgh mills alive. Then, there were but 
50 coke ovens in the Pittsburgh di:irict. Before 
Henry Frick was 30, he owned 1,000 ovens and 
3,000 acres of coal land. By 1895, he controlled 


12,000 ovens and 40,000 acres. 


In 1892, he became chairman of Carnegie Steel 
Company; later a director of United States Steel 
Company, and Pennsylvania Railroad. 
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Pittsburgh partly owes its present 


position as the world’s No. 1 steel 
center to Mr. Frick’s vision in de- 
veloping Western Pennsylvania's 
coal resources. 

Today, Pittsburgh’s 135 coal 
producers and its aluminum, steel, 
food processing, electrical, glass, 


The Pittsburgh Press 


Represented by the National Advertising 
Department, Scripps-Howard News- 


pers, 230 Park Avenue, New York City. a 


fices Ca ——e. Detroit Memphis, 


paint, oil, and other industries, are already 
demonstrating that great strength of the Pitts- 
burgh market... that so many of its industries 
can shift from wartime to peacetime operations 
with little or no shutdown or layoff. 

In this sixth largest market in the United States, 
The Pittsburgh Press for 10 years has carried 
more national, retail and classified lineage than 


other two Pittsburgh dailies. 


France, the larger factory, at 
Croix, was little damaged and will 
be able to resume manufacturing 
of machinery when materials are 
‘available and transportation is re- 
stored. A smaller plant at Mon- 
tataire, Paris suburb, was badly 
damaged but is considered repair- 
able and will again be placed in 
operation. The plant in Norkep- 
ing, Sweden, continued to operate 
during the war, although its vol- 
ume is not large. Latest word 
about the firm’s plant at Neuss, 
Germany, is that it was practically 
destroyed. 


Both assembly and manufactur- 
ing are planned in Britain. Har- 
vester had purchased land at 
Doncaster, in northern England, 
and erected a warehouse when the 
war intervened and Britain took 
over the building for storage pur- 
poses. This property was returned 
to International Harvester several 
months ago and it is planning to 
start a farm machine assembly 
line. Manufacturing will be un- 
dertaken when possible. 


Written Off Books 


Because of the war, Harvester 
during 1941 and °’42 eliminated 
from its investment in foreign 
countries $10,486,000 representing 
its entire investment in subsidiary 
companies in Germany, Italy, 
France, Denmark, Latvia and the 
Philippines. Its remaining invest- 
ment in foreign _ subsidiaries 
slightly exceeded $50,000,000. Div- 
idends from subsidiaries have fal- 
len off from $4,036,000 in 1941 to 
$1,008,000 last year. 

Sales to subsidiary companies 
last year, excluding sales of war 
products, amounted to $16,228,000, 
or 2.5% of total sales, compared 
with only $8,496,000, or 1.9%, dur- 
ing 1943. Most of the inffease was 
accounted for by Canada, where 
1944 sales were more than doubled. 


May. Complicate Picture 


Diversion of U. S. produced 
tractors and implements to occu- 
pied and conquered countries may 
intensify the farm equipment 
shortage in this country, some ob- 
servers say. Both foodstuffs and 
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actual equipment will be needed, 
it is said, if European countries are 
to avoid starvation and restore 
agriculture. The Foreign Economic 
Administration alone has pur- 
chased and will ship abroad farm 
equipment valued at $12,500,000 
during the fiscal year ending 
June 30. 

Whatever farm machinery can 
be produced in coming months by 
British and continental plants, as 
well as by U. S. subsidiaries such 
as Harvester’s, will help alleviate 
the drain on U. S. production, 
which is still far from meeting 
demands. 


Buenos Aires Buys Video 
Transmitter from DuMont 


Negotiations for the sale and 
erection of a television transmitter 
in South America have been com- 
pleted via transoceanic telephone 
between Allen B. DuMont Labora- 
tories, New York, and a syndicate 
of Argentine business men. It is 
the first sale of a video transmit- 
ter for that continent, although 
several priority applications have 
been filed with DuMont for sta- 
tions in South America and Aus- 
tralia. 

The transmitter will probably be 
located in or near Buenos Aires, 
and the original contract calls for 


a DuMont 25-KW peak video and . 


a 12.5-KW audio transmitter, with 
full field pick-up, relay and con- 
trol equipment. 


Joins Standard Labs. 


M. M. Ricketts, former director 
of wholesale and chain sales of 
Wyeth, Inc., Philadelphia, has 
been elected vice-president, direc- 
tor and general sales manager of 
Standard Laboratories,’ Inc., New 
York, new organization established 
by William R. Warner & Co. to 
distribute proprietaries and 
toiletries. 


Award to Waverly Press 

Waverly Press, Baltimore, has 
received the Navy commendation 
award for printers for outstand- 
ing work on government printing 


contracts. 


In the Ark-La-Tex area, KWKH—with 
its 50,000 watts—is the No. 1 medium, 
with full coverage and SELLING 


POWER in this prosperous market. 


Raplh \ 
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Advertising Age, July 9, 1945 


30% of Reports 
to Stockholders 
Called ‘Modern’ 


New York, July 3.—Thirty per 
cent of 1,250 annual reports of 
companies to stockholders for 1944 
have been classified as ‘‘modern,” 
as compared with 6% of reports 
analyzed for 1940, Financial World 
will report in its July 4 issue, 
summarizing the findings in an 
annual survey. 


APRA Names Gross 


Julian Gross, president, Julian 
Gross Advertising Agency, Hart- 
ford, Conn., has been elected a di- 
rector and vice-president of the 
New England district of the Amer- 
ican Public Relations Association. 


Five Dailies to ANPA 
With the addition of five daily 
newspapers during June, Ameri- 
can Newspaper Publishers Asso- 
ciation membership now totals 
748. New members are South 
Norwalk Sentinel, Norwalk, Conn.; 


Messenger & Chronicle, Ft. Dodge, 
Ia.; Times, Trenton, N. J.; Courier, 
Tamaqua, Pa., and Progress-Index, 
Petersburg, Va. 


Solar Aircraft Expands 


Solar Aircraft Company, San 
Diego, has purchased the precision 
casting division of B. F. Hirsch, 
Inc., New York, which will be 
operated on an expanded scale as 
Solar Precision Castings, Inc. Ed- 
mund T. Price, president of Solar 
Aircraft, will be president of the 
new firm, with B. L. Levinson con- 


tinuing as vice-president and gen- 
eral manager. B. F. Hirsch, Inc., 
will continue in the manufacture 
of jewelry, with Milton Rosenberg 
as president. 


Form Toy Association 

A new association composed of 
manufacturers, wholesalers and 
retail store buyers in the toy and 
juvenile goods field has been or- 
ganized in San Francisco as the 
Far Western Toy Clubs. President 
is Ken Roberts, manufacturers’ 
agent, San Francisco. 


Korn Joins Four A’s 

J. M. Korn & Co., Philadelphia, 
has been elected to membership 
in the American Association of 
Advertising Agencies. 


S S$ Flexible Paste Cold Padding 
Compound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373 Chicago 1 


Thirty-seven per cent of the re- 
ports for 1944 are “regarded as 
improved,” as compared with 16% 
for 1940, Weston Smith, vice- 
president and business editor of 
the publication, will show in the 
summary. Thirty-three per cent 
of the reports for 1944 are con- 
sidered to have been “unchanged 
in a decade,” as compared with 
78% of those for 1940. 

The number of reports analyzed 
has increased steadily, from 250 
for 1940, 500 for 1941, 750 for 

| 1942, 1,000 for 1943 to 1,250 for 
} 1944. For 1944, 372 were classi- 
: fied as modern, 457 as improved, 
and 421 as unchanged. For 1943, 
254 were regarded as modern, 361 
as improved and 385 unchanged. 
In the last year, 60 moved from 
piss the improved and 40 from the un- 
Re changed into the modern group. 
A board of judges will meet soon 
’ to choose the best annual report 
for 1944 from each of 50 indus- 
tries, and then to choose a report 
from all industries for highest 
merit award. The outstanding re- 


*HE WRITES 
FOR 
THIRTY MILLION FRIENDS 


4 port for 1943 was judged to be y 

f that of Brown & Bigelow, St. Paul, turn out a poem every day for over forty years, no 

5 with Caterpillar Tractor Company, oa ‘ 

Peoria, Ill., second. Pan American one seems to know. Once asked how he did it, Eddie 

: Airways, New York, was cited for 

f eee casually remarked: “Oh, I don’t know exactly. I 

) . * . . . e e 

i wien ae Gotten Lanes tae ae just sit down in my old rocking chair, take a few 
York University, chairman; N. - : : ° 
man Bel Geddes, designer; Glenn rocks, sometimes pray for a little help, but it 
Griswold, editor of “Planning” 99 

& and “Public Relations” news let- always comes. 

1 ters; Miss Sylvia Porter, financial 

; editor of the New York Post, and + EDDIE” ie es 

“4 C. Norman Stabler, financial edi- Eddie’s life has been devoted solely to a quest 
tor, New York Herald Tribune. GUEST b f h : fh ‘ ; 

. chancinamnnee AMERICA’S for beauty—for the promotion of happiness in 
Penn Mutual POET LAUREATE others. He never thinks about himself. It is al- 
Offers Insurance ways of others that he speaks. When asked what 
Plan for Agents N 1895, an eager eyed boy “promoted” he thought his real job in life was, he said: ‘“To 

Philadelphia, July 3. — Penn 


himself from the job of soda jerker in a be the father of a good son.” 
Mutual Insurance Company, be- 


lieving that the 1,000 men and 
women in its field force should 
have adequate “protection,” will 
inaugurate July 15 a nine-point 
program for them at an average 
cost per month to the agent of 
$5.19. 

In addition to group life insur- 
ance up to $5,000, accident and 
health coverage, hospital and sur- 
gical benefits, retirement and com- 
pensation plans, the program will 
feature “an unusual national ad- 
vertising campaign primarily de- 
signed to build prestige for our 
quality underwriters,” ‘“stream- 
lined training principles” and 
“promotion from within the or- 
ganization.” 

Penn Mutual, of which John A. 
Stevenson is president, has al- 
ready started formulating plans 
for a centennial advertising pro- 
gram in 1947. Geare-Marston, 
Inc., is the agency. 


‘ SPONSORS 

SPEAK 
LOUDER 
THAN f 


Detroit drug store, to the p ayroll of The Many thousands of the million or more people 


Detroit Free Press as office boy. Today, who read The Free Press every morning, became 


fifty years later, more than ty mere “regulars” because of Eddie. Therefore, The Free 
people call him friend .. . call him “Eddie’’, 


Press counts this man-of-the-people (America’s 
for the name of this boy, Edgar Albert 


poet laureate) as one of its most valued assets on 
the balance sheet of good will. For Eddie and the 


scores of other capable men and women who create 


Guest, has literally gone ’round. the world, 
as the man who writes poems about life’s 
commonplaces, about home and babies and hin newagaiper, anc willing lk wb Ol Oe teak 
ates Sie Sean liked, best-read newspapers in all America, and 


Just how Eddie Guest has managed to 


Che Detroit Free Press 


JOHN S, KNIGHT, PUBLISHER 
“A DYNAMIC PAPER SERVING DYNAMIC DETROIT” 


that is no slight achievement for any publisher. 


“For the most disinterested and meritorious public 
service rendered by any American newspaper dur- 
ing the year 1944.” Pulitzer Medal Award to 
3 The Detroit Free Press. 


Raplh W. Weil, Gen. Mgr., John E. Pearson Co., Nat'l Rep. 
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It’s not a case of tail wagging 
dog, but about half of Campbell- 


Ewald’s current $12,000,000 or 
more billings is now done by the 
eastern division, in New York, and 
half by Campbell-Ewald Company 
itself, which has headquarters in 
Detroit and offices in Chicago and 
Los Angeles. 

About $4,000,000 of the eastern 
division’s $6,000,000 come from 
U. S. Rubber. With motor car 
production resuming, General Mo- 
tors Acceptance Corporation, han- 
dled by the eastern division, may 
become a vigorous’ advertiser 
again. 

But motor car production also 
would mean the “re-birth” of 
Chevrolet, handled by the Detroit 
office, which in prewar years spent 
up to $18,000,000 annually. 

co * 


Although the WPB has given the 
green light to automobile conver- 
sion, the progress of the war in the 
Pacific is still the determining 
factor in the future of automobile 


advertising. Manufacturers are be- 
ing requested to defer product 
copy until some unnamed future 
date. In the meantime, there are 
reports that the initial price tag 
on the _ well-publicized Willys 
civilian jeep will be in the neigh- 
borhood of $1,100. 


* a * 


National Cotton Council is aim- 
ing at a $2,000,000 “fighting fund” 
to fight postwar competition of 
synthetic fibers and paper and 
jute, as well as foreign cotton 
growers. The council expects to 
collect 20 cents on each bale of 
cotton grown, one-half from farm- 
ers, the other half from handlers 
and processors. 

1K * * 

Another clue to the seriousness 
with which the West Coast is pur- 
suing its path toward fashion 
leadership is announcement of a 
four-year course in apparel de- 
signing at University of California, 
frankly labeled as “in response to 
a request from the California ap- 


parel industry to fill the need for 
trained designers.” 


* * * 


Several weeks ago ADVERTISING 
AGE queried appliance advertising 
executives of Frigidaire division of 
General Motors, General Electric, 
Nash-Kelvinator and Westing- 
house, requesting a statement on 
policies with regard to selling ap- 
pliances to “large retail and whole- 
sale organizations for distribution 
under their private labels.” 

The only specific reply came 
from a Nash-Kelvinator executive, 
who said that “Kelvinator today 
has no intention of building prod- 
ucts for large retail or wholesale 
organizations for distribution over 
their private labels. It is the es- 
tablished policy of Kelvinator to 
manufacture products for retail 
bearing its brand name only.” 


% 8 * 


The U.S. Army is currently re- 
sponsible for the delay in an- 
nouncing the man selected for the 
$50,000-a-year job of sales di- 
rector of the Bureau of Advertis- 
ing, ANPA, under its expansion 
program. The man’s in the Army, 
and the Army believes it needs 
him more than the bureau does. 


prises were closing daily. 


Today, after 14 years as an aircraft maintenance 
outfit, E. W. Wiggins Airways, Inc., stands as the lead- 
ing New England operator. Facilities are unexcelled 


by any civilian base in the East. 


At the start of the war, the Norwood, Mass., base 
stocked over $50,000 worth of parts and equipment. 
Here are five, large, hangar-type buildings, giving 
complete maintenance to instruments, radio and all 
accessories, in addition to regular engine and plane 
service. So extensive were the facilities and experience 


solicited for the 
parts for warpla 
Pilot training 


months! 


Wiggins “boys” 


THESE sovs i. Sant OC perttre 


It took “guts” and top-netch management to expand 
a private aircraft operation under severe war restric- 
tions. A tough thing to attempt when similar enter- 


of this operator, that contracts were aggressively 


production of many highly intricate 
nes! 
was another phase of their wartime 


operations. Over ten thousand pilots were trained at 
their several bases for the Navy, Army, CPT and 
WTS requirements . . . this during those early critical 


All of which augurs well for their future place in the 
post-war aviation picture! For them it’s an encourag- 
ing picture, which should grow ever brighter with con- 
tinued good management. The smartly operating 


are definitely slated to play an inte- 


gral part in the vast aviation market of tomorrow! 


WHAT DO “SMART OPERATORS” READ? 


MAINTENANCE has been the very basis of the Wiggins business. 


These men have successfully piloted their operations knowing that 
efficient service is the vital factor in profitably operating aircraft. 

It is natural that men whose very business owes its existence to air- 
craft maintenance, will seek out the latest and best developments in 


this industry. 


And so it follows that these men turn to the informative pages of the 
publication written solely for key maintenance personnel in commer- 
cial, private and military aviation. Aviation Maintenance! Wiggins 
Airways as well as thousands like them in this country 
and abroad, look to Aviation Maintenance for vital 
information related directly to maintenance of aircraft. 
Supervisory personnel accept it as the guide to newer 
and better ways of economically servicing airports. 
In its pages they find what to get and where to get it! 

Tomorrow’s terrific market for maintenance equip- 
ment is your market! Tell these maintenance men today 
about your product—in the one, logical magazine 
that reaches ‘em all— AVIATION MAINTENANCE! 


A CONOVER-MAST PUBLICATION, 
205 East 42nd St., New York 17; 333 
b North Michigan Ave., Chicago 1; Leader 
Building, Cleveland 14; Duncan A. Scott 
est Coast Representative, Mills 


& Co., 
Building, 


po eer = 


bi 


Pe ge 


Square Building, Los Angeles 13. 


cAviglion Maintenance 


San Francisco 4; Pershing 


ae 


Wiggins and thou- : 


_ sands of other 


Summertime Soup 
Promoted in New 


Canadian Drive 


Hamilton, Ont., July 3. — To 
counteract a usual summer sales 
slump, Canadian Canners Ltd. is 
conducting a special campaign for 
its Aylmer soups, stressing their 
use as a nutritious hot dish with 
a cold supper or sandwich meal. 
Both children and grownups use 
more energy in summer; and con- 
sequently need a hot course with 
the usual cold plate summer meal, 
copy for Alymer vegetable and pea 
soup contends. These quick-to- 
prepare products provide the 
necessary hot nourishment and at 
the same time save the housewife 
— tiring kitchen work, it points 
out. 

Consumer ads are appearing 
during June, July and August in 
the Toronto Star Weekly and 
Montreal La Patrie, while radio 
spot announcements are to be 
broadcast over 21 major Canadian 
stations every weekday during the 
same three-month period. Dealer 
ads have been designed and mats 
are available to the trade. 

A broadside illustrating the un- 
usual summertime campaign will 
be mailed to grocers throughout 
Canada, and company and whole- 
salers’ salesmen will carry sales 
portfolios giving complete infor- 
mation on the drive. 

To make sure that no wholesaler 
or retail grocer misses the radio 
spots, company salesmen have 
been armed with portable phono- 
graphs and records which open 
with a 50-second talk on the cam- 
paign objective and then repro- 
duce three of the series of spot 
announcements. A humorous pre- 
call postcard notifies wholesalers 
and grocers in advance of sales- 
men’s calls. 

F,. H. Hayhurst Company Ltd., 
Toronto, handles the Canadian 
Canners account. 


Takes Surplus Ad Post 


W. A. McDermid, with WPB 
since 1942, recently as assistant di- 
rector of the service equipment 
division, has been appointed chief 
of the advertising and publicity 
division of the Office of Surplus 
Property, Department of Com- 
merce. Before entering govern- 
ment service, Mr. McDermid op- 
erated his own industrial manage- 
ment counsel service in New York. 


O. S. Tyson Appointed 

The industrial advertising of 
General Aircraft Equipment, Inc., 
South Norwalk, Conn., has been 
placed with O. S. Tyson & Co., 
New York. Business papers and 
direct mail are scheduled. 


Advertising Age, July 9, 1945 
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FLATBUSH DE FOLIES—This poster, 
sponsored by Abraham & Straus, Brook- 
lyn department store, appears in the 
lobby of the Folies Bergeres in Paris 
and is aimed at the more than 30,000 
G.l.'s who visit the famous theater 
every week. A similar message of wel- 
come appears on the curtain along 
with advertisements in French. Dupli- 
cates of the poster appear at three 
other places in Paris. 


Ivy-Dry Tests Run 


in Eastern Newspapers 

Insertions of 224 lines in eastern 
seaboard newspapers are being 
used by Ivy-Dry, Montclair, N. J., 
to promote a remedy for poison 
ivy. 

Copy announces that the treat- 
ment is based on a U. S. govern- 
ment discovery of a new tannic 
acid treatment for ivy poisoning. 
Results of the newspaper tests, 
conducted through T. L. Dartnell, 
New York, will determine next 
year’s advertising campaign. 


Name G-E Ad Committee 


Membership of General Electric 
Company’s advertising committee, 
which plans the company’s adver- 
tising, publicity and sales promo- 
tion, has been announced as fol- 
lows: R. S. Peare, vice-president 
in charge of advertising, broad- 
casting and publicity, chairman; 
A. A. Brandt, electronics depart- 
ment; R. L. Gibson, chemical 
department; W. V. Merrihue, ap- 
paratus department; W. H. Rob- 
inson Jr., lamp department; A. L. 
Scaife, appliance and merchandise 
department; G. E. Simons, air 
conditioning department, and K. 
G. Patrick, secretary. 


‘Bakers’ Helper’ Moves 
Bakers’ Helper has moved its 
offices to the Bankers building, 


105 W. Adams St., Chicago. 


© GHETSSSH an save TSE TT © 


HEATING . . Induction equipment 
for ber stock to forge or tot work 


SPRAYING . . Plastic casting service 
for matels, weed, glass, plestics. paper 
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Magazines to Get 
‘Restocrat' Ads 
in Fall Campaign 


Chicago, July 3.—A _ postwar 
triple cushion mattress, the new 
Restocrat, will be introduced to 
consumers this fall via a magazine 
campaign scheduled by Triple 
Cushion Corporation. 

The corporation, which does no 
manufacturing but owns the pat- 
ents under which triple cushion 
mattresses are produced, serves a 
group of 15 manufacturers in key 
marketing centers throughout the 
country. They produce mat- 
tresses, box springs, sofa beds, etc., 
on a cooperative basis with the 
benefits of a uniform product, ad- 
vertising and merchandising. 

The Restocrat, to be manufac- 
tured as soon as innersprings be- 
come available again, will be pro- 
moted via page ads in House 
Beautiful and House & Garden, 
and smaller space in American 
Home, stressing “an entirely new 
standard in comfort.” Other maga- 
zines probably will be added to 
the list later. 

Although WPB recently revoked 
a limitation order affecting inner- 
springs, material and labor short- 
ages are expected to hold up 
actual manufacturing of springs 
for some time. The Triple Cushion 
group has been marketing a war- 
time mattress without springs, and 
has advertised this product con- 
sistently in national magazines 
and trade publications, as well as 
providing dealer helps. A new 
program of dealer aids on the 
postwar Restocrat is ready to re- 
lease as soon as manufacturing 
starts. 

Jesse Gorov Company, Chicago, 
handles the account. 


Miss Schlect Heads 


Industrial Editors Group 

Miss Dorothie E. Schlect, direc- 
tor of public relations, Ohio Tool 
Company, Cleveland, has been 
elected presi- 
dent of the 
American Asso- 
ciation of In- 
dustrial Editors, 
the first woman 
to hold this po- 
sition, 

Others elect- 
ed are: Paul 
Ryan, Crosley 
Corporation, 
Cincinnati, 1st 
vice - president; 
Kay Stuart, 
Bendix Radio division, Baltimore, 
2nd vice-president; Karl Wester- 
mann, Columbia Steel & Shafting 
Company, Pittsburgh, 3rd _ vice- 
president, and Clifford Lundstrom, 
Rockford Drilling Machine Divi- 
sion, Rockford, IIll., treasurer. 


‘Photoplay’ Adds Color 


Effective with the October is- 
sue, Photoplay, New York, has 
added four-color rotogravure to 
its fashion section and has issued 
a rate card for page and double- 
column color space. Cost of a 
four-color gravure page is $2,700. 


Dorothie Schlect 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popu- 
lation. 


“Independent Survey of Providence Bulletia , 


‘House Beautiful’ Plans 
Postwar Home Research 


House Beautiful has retained Al- 
fred Auerbach Associates, New 
York, to conduct a series of studies 
on what people want in the way 
of construction, equipment and 
furniture for postwar homes, with 
findings to be released upon com- 
pletion of each individual study. 
The studies, under the supervi- 
sion of Mr. Auerbach, will be used 
by the magazine as a service to 
readers, as well as to the building 
field, manufacturers and retailers. 


CMR ES, re 
Panes 


McLaughlin to S&M 


W. F. McLaughlin & Co., Chi- 
cago, packer of Manor House cof- 
fee and tea, has appointed Sher- 
man & Marquette, Chicago, to han- 
dle its account. 


65,000 Aeronca Orders 


Aeronca Aircraft Corporation, 
Middletown, O., plans to place 
light planes for civilian use in 
production before Labor Day. Ini- 
tial production will consist of two 
models each carrying two persons. 
As of June 15, Aeronca had re- 


ceived more than 65,000 inquiries 
regarding small airport operation 
and the purchase of light personal 
planes. 


To Direct Lionel Ads 


Joseph E. Hanson, former sales 
promotion manager for Simplicity 
Pattern Company, New York, and 
previously with L. Bamberger & 
Co. and Kresge department store 
in Newark, has been named ad- 
vertising and _ sales promotion 
manager of Lionel Corporation, 
New York, maker of electric 
trains and toys. 


Heads Milwaukee Club 
Russell G. Winnie, manager of 
WTMJ and WMFM, Milwaukee, 
has been elected president of the 
Milwaukee Advertising Club. 


THE 


431 S. Dearborn St., Chicago 5.1 linois 


It pays 
you 
to know... 


The Townsend Main Appeals Method 
for Leadership in Advertising. 


These 9 Ways to Leadership 


Less Waste — Extra Sales — Extra Profits . . . at no extra cost! 


Check your Ads against 9 Tested Standards 
Pick Main Headline Appeals . . . Scientifically. 


Everyone knows that ads keyed to Main Appeals make more 
sales and profits than ads that are not so-keyed . . . it is the 
immutable law of Leadership. The late, great Claude Hop- 
kins was right—research proves it . . . “Success or failure is 
determined by the right or wrong appeal.” 


If you do not now have a scientific way to pick main headline 
appeals on each item, you don’t have much chance to compete 
in the post-war battle for sales with many of the country’s 
leading Department Stores who now use this scientific 
method. For them worry and uncertainty are gone—facts 
substitute for opinion. 


So they now avoid waste, get extra sales and extra profits 
from each ad .. . at no extra cost. 


Recognizing the great importance of retail stores in selling 
goods and making jobs for them to come home to—I have 
worked assiduously in the retail field during the past year 
to simplify, streamline and gear my 27 Point Method to the 
fast pace of retail advertising. Now a new, simplified method 
is completed and tested. 


The lectures personally delivered to the leading stores are 
now digested, illustrated and available to you, word-for-word 
—in clear-cut, self-teaching form . . . and reduced to 9 Basic 
Standards. 


Your Advertising Manager trains your staff in a matter of 
weeks. You pick Main Appeals scientifically, you check your 
ads in the rough in 9 minutes flat. You correct errors, elim- 
inate oversight ... your ads get attention—interest—desire 
—achieve memory and get action with greater certainty. 
Duds are eliminated. 


Ads keyed to main appeals and scientifically checked before 
publication increase sales, produce jobs and strike a blow for 
free enterprise. Ads un-keyed to main appeals and un- 
checked before publication—about 50% of the times—waste 
money and reduce sales . . . they are job-cutters—blows at 
free enterprise. 


If you want to put your mass selling—your advertising—on 
a scientific basis—if you want more certainty—if you want 
extra sales and extra profits ... if you want to make more 
jobs for them to come home to—at no extra cost to anyone 
. ..» you now get this self-teaching material, and by training 
your staffs yourself you save $1200. Personally delivered, 
the lectures cost $1500. Self-teaching—only $300. 


If you wish to see letters from the greatest Department 
Stores in America saying they get the exact benefits I promise 
you, write and I will gladly send them. If you wish to save 
time, order your material now and I will ship it under a 
money-back guarantee of absolute satisfaction. You have 
the right to return the material in 15 days and get your 
money back. Date of receipt of order establishes priority on 
shipment. 


W. Ss. Townsend WRIGLEY BLDG. @ CHICAGO 11, ILL. 
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Wakeman Appointed 


Magnavox Ad Manager 


Del Wakeman has been ap- 
pointed advertising manager of 
the Magnavox 
Company, Fort 
Wayne, Ind, 
maker of radios 
and phono- 
graphs, it has 
been announced 
by Frank Frei- 
mann, executive 
vice - president 
of the company. 

Mr. Wake- 
man was for- 
merly vice- 
president and 
manager of Keeling & Co., In- 
dianapolis advertising agency. 


Joins Reinhold-Gould 


Charles V. Norris, formerly pro- 
motion executive of the National 
Association of Manufacturers and 
previously with William E. Rudge’s 
Sons, New York, as_ production 
chief, has joined Reinhold-Gould, 
Inc., New York, distributor of 


Del Wakeman 


20,000 Civilian Jeeps 
to Be Made in “45 


Following WPB authorization to 
| Willys-Overland Motors, Inc., To- 
jledo, to produce approximately 
| 20,000 civilian jeeps in the re- 
|mainder of 1945, the company will 
|release 3,000 to 4,000 per month 
with volume production scheduled 


}|to start in August, according to 


harles E. Sorensen, president. 


| Test models of the civilian jeep 
;|mow are being produced in small 


quantities, he said (AA, June 25). 

A total of approximately 90,000 
units running well into the fourth 
quarter of 1946 constitutes the 
production schedule for military 
jeeps, Mr. Sorensen added. This 
is in addition to WPB approval for 
civilian automobiles. 


Pittsburgh Club Elects 


J. Roger Fisher, publicity direc- 
tor, Joseph Horne Company, has 
been elected president of the 
Pittsburgh Advertising Club. Other 
officers are: Stuart List, advertis- 
ing director, Pittsburgh Sun-Tele- 
graph, 1st vice-president; Herbert 
Briggs Jr., advertising manager, 


printing and lithographic papers, 
as director of trade relations. 


Philadelphia Company, 2nd vice- 


president; Helen Ryan, account 
executive, Ensign Advertising 
Agency, women’s vice-president; 


J. A. Cullison, advertising man- 
ager, National Fireproofing Cor- 
poration, reelected secretary, and 
C. G. Mallon, Geyer Printing 
Company, reelected treasurer. 


Foundation to Serve 
Funeral Profession 


A $500,000 educational founda- 
tion to improve funeral service 
generally has been established by 
leaders in the profession and the 
National Selected Morticians. The 
foundation, organized by George 
W. Olinger, will have a six-point 
plan; including a public education 
program on funeral service and 
prices, and a research program for 
scientific advancement and to es- 
tablish a set of standards for the 
industry. 


Flynn to Krupnick 

William E. Flynn, formerly with 
D’Arcy Advertising Company, St. 
Louis, and Butler Brothers, Chi- 
cago, has joined Krupnick & As- 
sociates, St. Louis, as production 
manager. 
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DIRECT ROUTE TO 


Upton Close, with 1 
Sammy Kaye, with 
Lone Ranger, with 


Most Women: 
Most Children: 


1. Sunday, 9-9:15 p.m., EWT..... 
Manhattan Merry 


2. Tuesday, 9:30-9:45 p.m., EWT.. 


3. Monday, 9:15-9:30 p.m., EWT.. 


(Lever Bros.) 


Program Sponsor 
Fibber McGee and Ss. C. Johnson 
Molly & Son 


Walter Winchell 
Radio Theater 
Screen Guild Players 
Mr. District Attorney 
Man Called X 


Jergens Co. 
Lever Bros. Co. 
Pepsodent Div., 
We, the People at 


LN—Limited Network. 
MA—Moving Average. 
CH—Computed Hooperating. 
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Current Network Hooperatings 


June 30 Network Evening Program Audiences 
MOST LISTENERS PER SET 


Program Total Sponsor 
1. Blondie 3.07 Colgate-Palmolive-Peet Co. 
2. Lone Ranger 2.88 General Mills, Inc. 
3. Sammy Kaye . 2.87 G. W. Luft Company 
Most Men: Drew Pearson, with 1.12 (Serutan Company) 


.12 (Lumbermen’s Mutual) 
1.60 (G. W. Luft Company) 
1.12 (General Mills) 


MOST SETS IN USE 


Programs: Walter Winchell (Andrew Jergens Co.) 
Radio Reader’s Digest (Campbell Soup Co.) 
Steel Horizons (Allegheny Ludlum Steel Corp.) 


-Go-Round (Sterling Drug, Inc.) 
OF ET ee ee nT re ea 32.2 


Programs: The Doctor Fights (Schenley Lab., Inc.) 
Fibber McGee and Molly (S. C. Johnson & Son) 


Programs: Radio Theater (Lever Bros. Co.) 
Telephone Hour (Bell System) 


: HIGHEST SPONSOR IDENTIFICATION 
Radio Theater, CBS, 9-10 p.m., Monday, with 89.7; Correct Product 89.1 


“FIRST FIFTEEN” EVENING PROGRAMS 


Net- Hooper- 


Product work ating 
NBC 18.6 
Jergens Lotion ABC 18.3 


Lux Soap & Flakes CBS 15.3 


Lady Esther Ltd. CBS 14.8 
Bristol-Myers Co. Vitalis and Ipana 


Lever Bros. Co. Various Products NBC 13.5 


War LN—MA—CH Gulf Oil Corp. CBS 13.4 
Kay Kyser (1st half Colgate-Palmolive- Palmolive Soap, Col- 
hour) Peet Co. gate Tooth Paste NBC 12.4 
Take It Or Leave It Eversharp, Inc. CBS 14.9 
Abbott and Costello R. J. Reynolds Co. Camel Cigarets NBC 11.4 
Joan Davis with 
Jack Haley National Dairy Sealtest NBC 11.4 
Eddie Cantor Bristol-Myers Co. Trushay & Sal 
Hepatica NBC 11.2 
Thanks to the Yanks R. J. Reynolds Co. Camels & Prince 
Albert CBS 10.9 
Bill Stern—CH—MA Colgate-Palmolive- 
Peet Co. Colgate Shave Cream NBC 10.6 
Bing Crosby (Sub) Kraft Cheese Co. Various Products NBC 10.3 
Drew Pearson Serutan Co. Serutan & Nutrex ABC 10.3 


NOAB Opens in Detroit 


National Outdoor Advertising 
Bureau, Inc., has opened an office 
in the Penobscot building, Detroit,. 
with L. C. Myers as local repre- 
sentative. The office is under the 
general supervision of F. A. Uhler, 
vice-president and manager of 
the Chicago branch. 


Joins Bob White 


Charles W. Stillman, formerly 
with Carrier Corporation, New 
York, as zone manager in charge 
of Canadian and European busi- 
ness, has joined Bob White, busi- 
ness consultant, Chicago, as an 
account executive in the frozen 
food field. 


125,000 
ABC Guaranteed 


- e A Quality Circulation Among 
- 2 the Better Families of America 
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STARTLING NEW WAY 


pe 


stores are to add such products 
as artichokes, avacados, ready- 
mixed health salads and complete 
packaged diets. 

The company also plans to in- 
troduce Ultima home freezer units 


To Williams & Saylor 


Baldwin-Hill Company, Tren- 
ton, N. J., has named Williams & 
Saylor, New York, to handle ad- 
vertising for residential and in- 


| 


WE SUDRE 


TO WASH DISHES /! 
Lae ELECTROTYPE CO 


\ 


At es 
RICH, PLENTIFUL 


SUDS? Yes! 


SCOOP 


ae the new amazing 


Sngalou Cryitile 


WITH THE MAGIC-LIKE 


9) CLEANSING ACTION! 
FOR DISHES, LAUNDRY 
AND GENERAL HOUSEWORK 


T CUTS DIRT — REMOVES GREASE 
[ REDUCES RINSING 


| SAVES HANDS 


and radiation ovens for frozen |%UStrial insulation products. 
meals processed in partitioned Run ate aI ey 
containers, which are made ready | Joins ‘Miss America’ 

for serving by a few minutes’ uni-|" Faqith Balfour Dunn, formerly 
form warming. When the meat) in charge of publicity and public 
shortage lets up, Ultima customers | relations for U. S. Time Corpora- 
also will get a choice of steaks, tion, New York, supervising the 
chops and packaged meats frozen|Ingersoll art award, has been 
sliced, ground or in chunks for|named merchandise editor of Miss 
stew. America magazine. | 


418 SO. MARKET STREET, CHICAGO 7, WABASH 3304 


[_NO_HARSH INGREDIENTS 


t SOFTENS WATER 


ASK YOUR GROCER FOR SCOOP TODAY! 
LOOK FOR IT IN THE MIDNIGHT BLUE BOX 


Pree te M00 FO Cormeen, be eet 


IN CONSUMER FIELD—FR Corp., 
New York, manufacturer of chemicals, 
entered the consumer field with ads 
in New York dailies for Scoop, its new 
soapless crystals for household clean- 
ing. Norman A. Mack & Co., New 
York, handles the account. 


Store Chain for 
Ultima Frozen 
Foods Launched 


New York, July 3.—With its 
first food market already function- 
ing, Ultima Frozen Foods Corpo- 
ration is opening two additional 
stores in the greater New York 
ly area this month to sell a complete 
Ww line of fruits, vegetables, fish and 
ze meat products, poultry and pre- 
- pared foods processed or packed 
- under the Ultima label. 
in The initial food market, carrying 
n Ultima frozen products exclusively, 

was opened June 15 at 967 Lexing- 
= ton Ave. In all, 109 key shopping 
centers of the city are to be in- 
vaded by the Ultima retail outlets. 
Stores are to be opened at two- 
week intervals. 

Stores in the new chain employ 
a blue and gold color scheme, and 
innovations in the display and dis- 
tribution of frozen foods have 
been planned by the company 
president, Dr. Emanuel Spielholz, 
formerly’ head of F. E. Spielholz 
& Co., industrial engineering firm. 
Selling convenience is expedited 
by replacing the conventional 
store shelves, bins and counter 
with a streamlined food bar, con- 
structed in horseshoe shape, which 
contains the freezing cabinets from } 
which packages are handed to the 
customer. 


Sought New Methods 


While with the industrial engi- 
neering company, Dr. Spielholz 
became interested in developing 
new methods of packaging and 
retailing frozen foods and con- 
ceived the idea of a chain of mod- 
ern retail markets devoted ex- 
clusively to the sale of frozen 
foods in raw, cooked and pre- 
prepared style. Later on, the 
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MORE Gas AND Times j 


920 subscribers); U. S. News (207,141); 
Business Week (126,384); and Nation’s 
Business (451,385). 

This economical, effective unit will aid 
you in shaping the buying decisions of the 
key men who control this greatest of all 
markets ... the million who buy in billions. 

When competition is at its height again, 
ample space on this four lane highway to 
big selling will be available. Now is the time 
to plan. 


NATION’S BUSINESS 
Washington - DC 


= AMERICAN Business MaRKET is the Jargest, 
the most active in the world. 

It consists of all the sales transactions 
that take place in business, of both raw ma- 
terials and industrial products. It absorbs 
the entire output of all the finished products 
required by American industry. 

Fortunately, the decision-makers in this 
market can be reached easily and econom- 
ically, at the moment when they are think- 
ing about business, by using just the four 
leading business publications. 


You can put full page messages before 
a million of these buyers every month for 
only $6,585, by advertising in Fortune (178.- 


“We ain’t a-goin vt 
stranger — give us a right smart 
number o° them accident poli- 
cies WFDF Flint’s been a’ tellin’ 


us about.” 
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Names Raymond Spector 


Popular Home Products, New 
York, recently organized to ac- 
quire ownership of nationally ad- 
vertised drug products, has named 
Raymond Spector Company, New 
York, to handle advertising and 
merchandising. 


Brockman to KMOX 


Robert Brockman, formerly with 
KXOK and D’Arcy Advertising 
Company, St. Louis, has joined 
KMOX, St. Louis CBS outlet, as 
account executive. 


Pearson Rejoins Agency 


Harry S. Pearson, formerly 
vice-president of Pacific National 
Advertising Agency and now head 
of the Seattle agency bearing his 
name, has returned from service 
in the Army to active duty with 
the agency. 


Prepares Dallas Guide 


The Dallas Manufacturers and 
Wholesalers Association is spons- 
oring publication of a compre- 
hensive buying guide of the Dallas 
market. World-wide distribution 


of about 25,000 copies will be 
made. The guide is being pre- 
pared by Annabel and Fred Hoyt. 
Mrs. Hoyt operates a Dallas 
agency. 


Moore Joins Ketchum 

Frank Marshall Moore, formerly 
night editor of the City News 
Bureau, Chicago, and _ released 
after four years service in the 
Army, has joined the public re- 
lations department of Ketchum, 
MacLeod & Grove, Pittsburgh. He 
served as a captain commanding 
a photographic unit in Ceylon. 


Only one newspaper 


effectively covers 


WASHINGTON, 


$f MARKEl; 


-=-center of diversified 
agriculture! 


ACOMA-Pierce County — sec- 
ond largest center of Washing- 
ton State industry — is also the 
hub of an extensive agricultural 
region. Pierce County alone pro- 
duces over 17,000,000 pounds of 


berries annually . 


blackberries and raspberries than x 
any other U. S. county. Ranches 
and farms in the Tacoma ABC 
retail trading area produce more 
than $11,000,000 worth of crops 
each year — including poultry, 
eggs, dairy products, vegetables, 


No. 7 of a Series 


. . raises more 


hay. forage and specialty items 


“ae 


stock. This diversified farming 
— plus Tacoma’s long list of basic 
industries—will help keep Tacoma 
on the preferred market list long 
after the war, as a “must buy” 
on every newspaper schedulel 


Only one newspaper 
effectively covers Washing- 
ton’s 2nd Market. In Ta- 
coma-Pierce County the 
dominant News Tribune 
reaches more than 73% of 
all families. Want the fig- 
ures? Ask Lorenzen & 
Thompson, Inc. 


Covering Washington's Second Market 
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Recently retired after 34 


series of recollections. 


BY H. C. 


_ In being credited with helping to 
inaugurate marketing research in 
advertising agencies I wonder just 
how much I should glow with 
pride. I approved research then 
and approved it still when I 
checked out of 
advertising 
only when it 
could be made 
to show a profit 
to advertiser 
and hence _ to 


agency, 
Research that 
increases’ sales 


and profits for 
an advertiser 
and pe te 
tions an rof- : 
its cau ae H. ci. Briney 

agency is justifiable. Research 
done to an extent and in a man- 
ner supposed to add impressive- 
ness to facts never seemed ex- 
cusable to me. I never could quite 
accept research as a basic industry 
but as a vital adjunct to many. 


Builds Up Correspondents 


Never did I attempt to find out 
more than was needed. Always I 
tried to find what was needed at 
the lowest possible cost. Although 
I had developed a corps of intel- 
ligent correspondents over the 
United States to whom I could 
send questions to be asked in a 
study, and instructions as to how 
to handle the specific problem at 
hand, I did a great deal of my re- 
search by letters, some individu- 
ally typed and some multigraphed. 
The number of correspondents was 
never large but I had taken pains 
to locate them on bases of com- 
merce, trade and industry so that 
their reports in the aggregate 
would give a picture of the na- 
tion’s attitude towards a product. 


Recollections... IV 


in agency work, Mr. Briney recalls some interesting oc- 
currences and outlines his advertising philosophy in this 


years in advertising, mostly 


BRINEY 


So that they could use intelli- 
gence in their work I explained 
why we were asking them to do 
some specific piece of research. 
The study completed, I wrote them 
about the results from a point of 
view that took in the nation. Also 
so far as I felt that I could, with- 
out divulging any advertising stra- 
tegy or trade secrets, I wrote them 
what we, having learned what we 
had learned, now intended to do. 


Kept Up Correspondence 


Some of the boys who acted as 
correspondents and I kept up our 
“acquaintanceship” for years and 
when they became salesmen or 
advertising men I wondered 
whether I had been an influence 
in their decision and now, after 
many more years, I wonder 
whether they view that possible 
influence with pleasure or aver- 
sion. 

Two jobs and their approximate 
costs conducted under the two 
methods of operation—personal 
calls and correspondence—stand 
out in my recollection. 


A Question Answered 


Along about 1915, a textile man- 
ufacturer — Amory-Brown — was 
sorely beset by trouble and this 
trouble held his appropriation to 
a very small sum—advertisingly 
speaking. He and the agency both 
were anxious to find out what the 
trouble was. I was so impressed 
by the gravity of the situation and 
by the necessity for disclosing the 
cause of the trouble that I decided 
I had better make a preliminary 
test that might determine what 
direction my main exploration 
should take. 

Within a very few days ‘after 
sending the investigators the test 
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Lawrence market. 
35,000. 
100 homes in Lawrence. 


reliable newsboys. 


dustry in America. 


PITA 


COLD facts 
aT MEAN 


124,849 people (ABC City Zone Population) with 
the power to spend are located in the Greater 


The EAGLE-TRIBUNE, family newspaper of 


Lawrence, has a net paid average circulation over 


The EAGLE-TRIBUNE is read daily in 95 out of 


No reconversion problems to undermine sales in 
Lawrence, the Capital of the Worsted Textile In- 


Lawrence leads all other cities in Massachusetts with 
highest manufacturing payroll per 1000 population. 


The EAGLE = TRIBUNE 


tear cue » MASSACHUSETTS 


OF WORSTED TEXTILE INDUSTRY IN AMERICA) 
WARD- GRIFFITH CO.—- NATIONAL REPRESENTATIVES 


82°% home delivered by 
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questions their replies began to 
come in and the very first batch 
contained the answer that follow- 
ing reports only confirmed. 


Loss of Distinction 


The answer? The fabric upon 
which the manufacturer had built 
much of his textile business origi- 
nally had a distinctive weave, to 
which had been given a name and 
for which there had been devel- 
oped a trademark—Indian Head. 
Until recently, however, he had 
not told American women about 
his original ownership of the 
weave, the name and the trade- 
mark. By the time he started tell- 
ing women about his product his 
words had no significance. 

Seemingly everyone with a loom 
was turning out a similar weave 
and the name of his weave had be- 
come just a general or generic 
term. The range of quality and 
the range of prices in the samples 
of the goods sent by the boys after 
they had asked for this manufac- 
turer’s product by name were re- 
vealing, to say the least. 

It wasn’t necessary to make any 
major survey to find out why there 
was so little reaction to this man- 
ufacturer’s advertising. He no 
longer was the sole owner of the 
product upon which he was spend- 
ing his money. He was dividing 
results with a score of others and 
paying the entire bill himself. The 
cost of finding this out was $55. 

To this day I cannot compre- 
hend why a cause of trouble that 
could be unearthed at a cost of $55 
was not obvious enough to one 
engaged in the business to require 
no research at all. One would 
have expected every salesman to 
have seen what the trouble was 
the very first time he approached 
the yardage goods counter in any 
store in any city. 


Studies Tractor Field 


The potential market for farm 
tractors had come up as a sec- 
ondary subject in some conference 
on a product but slightly related 
to power farming. Someone won- 
dered how much possibility there 
might be for a tractor that didn’t 
require a wheat field as big as a 
county for its economic operation. 
A few manufacturers were experi- 
menting in the manufacture, in the 
operation, and in the sale of com- 
paratively small tractors. One of 
the accounts involved was Hart- 
Parr, and another was Sampson, a 
short-lived division of General 
Motors. 

After the conference I decided 
that I would look into this tractor 
business. My base of operations 
was the land in Ohio cultivated by 
my father and brother. To a list 
of tractor manufacturers I sent let- 
ters giving pertinent details about 
the farm—amount of tillable 
ground, sizes of fields, contour of 
land, kinds of crops raised—and 
asking each manufacturer whether 
we could operate his tractor on 
it satisfactorily and whether the 
purchase of one could be justified 
economically. I received very in- 


‘formative letters, to say nothing 


of the catalogs and literature that 
came also. 


Questionnaires Farmers 


After mastering all this informa- 
tion I prepared a letter and ques- 
tionnaire and mailed them to about 
a thousand farmers, all over the 
United States, who had signed 
their names and addresses when 
returning some questionnaire a 
few months earlier. 

Either the subject of tractors 


<, 160, 


INDUSTRIE 


RACINE 


A GOOD MARKET 


SECOND in NER 


The SQURNAL-TIMES 


RACINE, WISCONSIN: JME ALL MIAPP (0 PEPRISENIATIVES 


was interesting or my letter was 
appealing because I received a 
high percentage of carefully an- 
swered questionnaires. 

I then superimposed—if that is 
the word—the data received from 
manufacturers and farms upon an 
imaginary map of agricultural 
United States and estimated where 
tractors of certain powers might 
be used and how many might pos- 
sibly be sold. 


Figures Acceptable 


Agreement in some percentage 
figures between my questionnaire 
results and government statistics— 
particularly in the sizes of farms, 
character of ground, and kinds of 
crops raised—gave me consider- 
able confidence in my survey. 

The figures seemed acceptable to 
tractor manufacturers also. We got 
a tractor account and when, in a 
reorganization of the company, 


eaeigie., 3) 


that advertising account passed to 
another agency we got a second— 
a better and bigger one. 

The survey had cost just about 
$300. The way the study was 
made and the investment repre- 
sented by it did not provide spec- 
tacular sales material for our rep- 
resentatives but did enable them 
to talk intelligently and convinc- 
ingly about tractors. They used 
salesmanship rather than show- 
manship and got the business. 

An amusing incident in connec- 
tion with the Hart-Parr account 
illustrated for me the advantages 
of keeping one’s wits and turning 
mishap into good fortune. 


Quick Thinking Pays 
This manufacturer took part in 
a demonstration and exhibit at 


Fremont, Neb. In the exhibit was 
“Old Polly,” one of Hart-Parr’s 


first tractors—a giant machine re- 


quiring a flight of steps ‘for the 
operator to ascend to the control 
platform. “Old Polly” did not take 
part in the demonstration but lum- 
bered about the grounds or idled 
in the exhibition tent. Late one 
afternoon she was running amiably 
in the tent and justifying the in- 
vitation to visitors to notice how 
quietly and smoothly she operated 
after years of service. And then 
she blew away about half a cyl- 
inder. A versatile sales manager 
had mechanics remove immedi- 
ately the remaining jagged pieces 
of the broken half and by morning 


a new sign was on display asking 
that visitors note how well the 
walls, head and piston of “Old 
Polly’s” cylinder had withstood 
years of grueling work. 


To ‘Industrial Progress’ 

J. Scott Feggans, formerly an 
account executive of MacLaren 
Advertising Company, Toronto, 
has been appointed advertising 
manager of Industrial Progress, 
new industrial export publication 
of Maclean - Hunter Publishing 
Company, Toronto. 


CHURCH PROPERTY 


ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 


to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


NATIONALLY REPRESENTED BY HEARST ADVERTISING 


A thoroughbred in every, way, the 
News-Post became the favorite newspaper 
of Baltimoreans strictly on merit. it acquired 
circulation leadership as a result of good 
journalism, needing no hypodermics or special 
offers to attract its readers. One of the great 
evening newspapers of the South, in one of 
the great markets of the South, it belongs on 
your advertising schedule now. 


Baltimore News-P 
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charge of overseas operations on 

GM Elects Knudsen, March 2, 1942, to become deputy 
Director, Howard V.P. chief of the motor transport divi- 
Lieut. Gen. William S. Knudsen|sion, Quartermaster Corps, has 
has been elected a member of the} been elected vice-president of the 
board of General Motors Corpora-|cOmpany. He will return to GM 
tion, Detroit, a post he resigned|Overseas operations as European 
Sept. 3, 1940, in addition to the|regional manager, effective Aug. 1. 


positions of president and member 
McCarty Company 


on the corporation’s policy and ad- 
ministration committees. General . 
Knudsen has served both as direc- Opens New Dallas Office 
tor of production for the War De- McCarty Company, Los Angeles, 
partment and as director of the Air| has opened Dallas offices at 1311 
Technical Service Command, and| Praetorian building to serve cli- 


previously was a member of the ents in that 
National Defense Advisory Com- area. The 
mission and director general of agency also has 
the Office of Production Manage- offices in Los 
ment. Angeles, San 
Col. Graeme K. Howard, who Francisco and 
resigned as_ vice-president in Pittsburgh. 


J. B. Taylor, 
who recently 
handled the ad- 


* WOOD « 


vertising and 
educational 
Well read and liked by the important men campaign for 
in a great industry—men who are work- J. B. Taylor Dallas’ $60,000,- 


000 promotion 
plan, will be in charge of the new 
office. He was formerly with the 
radio research laboratory, Harvard 
University. 


img to achieve wood's exciting future. 


PRODUCTS 


From coast-To-CoAsT 


“THE HOUSTON POST” 


LEADS 


THE NATION! 


Re 1944 the Houston Post led the nation in 
retail food linage! There is just one reason 
for this leadership . . . outstanding results 


for Post advertisers. 


Retail food dealers can carefully check just 
how much an ad pulls, and long ago Houston 
merchants discovered that advertising in 
the Post brought far greater results. It is 
only natural that they spend their advertis- 
ing dollars where the return is greater. 


More and more national advertisers are 
using the pages of the Post to reach the 
South's richest market (in greater Houston 
there are a million people with a quarter 
billion to spend annually!). 


Just try the Houston Post and discover for 
yourself how much more Post advertising 


does for you. 


Represented by 
BURKE, KUIPERS & MAHONEY, INC. 


THE HOUSTON POST 


First in the Texas Morning Field in City and 
Suburban Circulation 
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Unless otherwise noted, all publications are monthlies and have standard 7x10 type pages. These figures, compiled by Indus- 
trial Marketing, must not be quoted or reproduced without permission. 

June Six Months June Six Months 
c7— Page -——Pages——__ 7-——Pages——_. -——-Pages—_, 
1945 1944 1945 1944 1945 1944 1945 1944 

Industrial Group Tool & Die Journal (4%x7%) 158 180 979 1,015 
Aero Digest ey ty rere 277 319 1,703 2,054 | Water Works Engineering 
Air Condition ng & Refrigera- NE, AM os eh x0 8 bs4.4.0's © 60 72 887 405 

tion News (w) (11%x16).. \\@42 33 261 206 Water Works & Sewerage... 154 160 421 882 
American Aviation (semi-mo.) *99 *116 594 677 Welding Engineer ...... warns 82 73 458 439 
American Builder .......... 114 96 723 507 | West Coast Lumberman.....  *110 90 656 562 
American - 2S eon 121 106 624 473 Western Construction News. 116 95 653 575 
American Machinist (bi-w).. *{)544 *529 8,532 8,417 | Wood Worker .............. *74 *62 411 880 
Architectural Forum ....... 161 128 990 731 | Woodworking Digest (44%.x6%) 99 88 553 517 
Architectural ee: eee 148 89 781 540 
Automotive & Aviation Indus- TORRE. ccscsescssccscceess 18,116 16,299 104,263 93,459 

tries (bi-w)....... Ct ebeee ne 360 290 2,081 1,796 Trade Group 
Aviation heeds uetes reer eer 299 360 1,694 1,991 American Artisan .......... 88 70 590 449 
Aviation Maintenance ...... 10 112 599 589 | American Druggist ......... 134 118 874 782 
Bakers’ Helper (bi-w)....... $7235 160 916 795 | Boot & Shoe Recorder (semi- 
| aera ‘Digest eax Sere on one aoe ey ERE Oa eS er *159 *124 833 713 

ewers Digest ..........6- 167 | Building Supply News....... *§80 *§59 585 41 
Brick & Clay Record........ *29 *18 186 150 Chain ste kao: . ' ' 
Bus Transportation ...... $e 167 138 963 724 Administration Edition 
Butane-Propane News ...... 49 347 251 Combination ............ 33 26 198 138 
Canner, The (w)............ *| $101 *91 658 597 Druggist Edition ......... 98 87 689 596 
Ceramic Industry ........... *52 *40 877 306 Fountain Restaurant...... 25 13 123 75 
Chemical & Engineering News 15 79 456 431 General Merchandise Va- 

Chemical Industries ........ *117 *95 677 533 riety Store Editions..... 151 134 752 611 
Chemical & Metallurgical En- Grocery Editions ......... 81 71 548 481 
citi Raat, Coseccccccrescccs 338 314 2,035 1,863 Commercial Car Journal..... 195 202 1,155 1,063 

vil Engineering ........... 38 34 228 199 | Domestic Engineering........ 153 114 812 661 
Coal Age rere see eeeeseceees 164 135 893 729 Electrical Merchandising 
Construction Digest (bi-w).. *101 *83 601 507 oT RA ee eee 147 81 858 435 
ae et wg Methods (9x12) 129 114 796 684 Farm Implement News (bi-w) }119 91 744 581 

onstructor |......+..+...6-s 36 33 272 220 | Fueloil & Oil Heat.......... 69 51 384 267 
Contractors & Engineers Goyer’s TOPICS .......6000085 80 55 508 361 

Monthly (9%x14) ......... 58 51 333 SOO | Clete DIGG oi osc kis cece 10 9 53 55 
Cotton Ae eee 155 134 865 808 Hardware Age (bi-w)....... 249 172 1,598 1,261 
Diesel Progress (8%4x11)..... 100 79 558 449 Jewelers’ Circular—The Key- 

Electric Light & Power...... 118 97 538 451 ERS Rr ree 201 168 1,161 867 

Electrical Contracting ...... 129 119 739 639 Liquor Store & Dispenser.... 63 51 854 281 

Electrical South ............ 49 87 272 219 | Men’s Reporter (9x115¢).... 137 T12 901 687 

Electrical West ............ 110 86 512 ef EM ME is ows das naes%e sla 147 123 810 667 

Electrical World (w)....... $311 265 1,720 fh Ee Oe 116 101 690 528 

Electronics bin dete ba conned *331 *356 1,979 1,778 NJ (National Jeweler) 

wugnpeeting & Mining Jour- . aie “i Ce) ee 214 176 1,348 1,085 
Lior 7 744 | Office Appliances (654x10)... 132 122 709 

Engineering News-Record (w) *||349 *§t443 2,256 2,024 Phabenvaaiihe we 7 _— 

Factory Management & SOIR) ai cigs os nscnanes 87 26 207 148 

bare 351 353 2,149 2,041 Plumbing & Heating Journal 51 29 273 188 
Fire Engineering ........... 49 43 273 230 | Sheet Metal Worker......... *65 52 430 317 
Food Industries ............ 177 141 1,008 822 | Southern Automotive Journal 79 74 495 435 
WOUNGry, THE ....02.ccceees 238 = «1,297 1,185 | Southern Hardware ......... 85 72 491 441 
GAS occ cesceessccsccecevees 38 261 218 | Sporting Goods Dealer...... 81 51 578 389 
Gas Age (bi-w) , *§135 557 47 Syndicate Store Merchandiser 
Heating, Piping & Air Condi- Co rrr ee 97 81 632 483 

NNO F805 cet cd essceces 123 110 827 698 Underwear and Hosiery Re- 

Heating & Ventilating....... 85 68 458 346 WIEN es uriccarseevons dias 172 112 1,028 667 
Industrial & Engineering Wholesaler’s Salesman ...... 88 67 490 381 

Chemistry (two editions).. 150 151 903 897 
Industrial Finishing (4%x614) 91 17 505 410 rere. eee ere 3,636 2,894 21,975 17,164 
Industry and Power........ 154 133 863 759 . 

Iron Age (W)............... */693 *t743 4,306 4,194 Export Group | ; 

Laundry Age (semi-mo.)....  *||74 *57 428 82 American Automobile (Over- 

Machine Design ............ 340 267 1,815 ‘1,896 seas Edition) ............ : 33 26 322 254 
\Machine Tool Blue Book American Exporter (two edi- 

(4%x61%4) a ae 364 361 2,167 2.137 tions) wr tastes pete e eee eeees A eee 234 1,773 1,703 
Machinery ................. 371 349 2188 2,006 | Automovil Americano ...... 59 42 464 874 
Manufacturers Record....... $152 56 481 334 | Farmaceutico .............. 48 51 872 384 
Marine Engineering & Ship- Hacienda (two editions) .... 101 81 704 572 

Ge TROVIOW . cacecsceess ss 275 284 1,655 1,790 | Ingenieria Internacional In- 

Mechanical Engineering...... 132 113 165 609 dustria ......... ptteeesees 112 93 759 654 

Mechanization (4}2x7yy).... 92 80 533 432 | Ingenieria Internacional Con- 

Metal Finishing ............ 76 80 449 419 StrucciONn «... 1... se eseeeee 90 80 498 418 

Metal Progress ............. 186 165 994 970 Oficina Mecanica Moderna... 131 109 249 215 

Metals and Alloys... 230 199 1,281 1,128 | Revista Aerea Latino America 89 38 226 a17 

Mill & Factory...... (1826 303 =:1,857 ~—s-'1,704 | Revista Rotaria ............ 11 7 59 34 

Mill Supplies .......... are 239 222 1,484 1,280 | Spanish Oral Hygiene 

Mining and Metallurey...... 34 33 187 178 (APGXT Te) perenne eee e eens 44 80 264 171 

Modern Machine Shop = ee Moderno -_ ‘an ns ae 
ee 845 334 1,993 98: QUATUCTIY) oe eeesccccecers 

uae Packaging .......... *148 *93 790 ' — World Petroleum ........... 71 47 403 335 

BEGGOIN PIASUCE occcccccccs *183 *155 1,055 922 ap 

National Bottlers’ Gazette... 119 106 679 616 MS a Sv aiolss 4.483% aes 1,315 947 6,337 5.541 

National Petroleum News (w) 148 106 803 566 Class Group 

National Provisioner (w)....  ||$142 106 759 657 Advertising Age (w) 

Oil & Gas Journal (w)...... 570 8377 3,099 2,462 LY rere |200 169 1,128 1,135 

Oil Weekly (w)..........00. *|264 *221 1,580 1,298 American Funeral Director. . 58 42 314 236 

Organic Finishing .......... $f17 0 101 0 American Hairdresser ...... 63 58 365 294 

Paper Industry & Paper American Restaurant ....... 70 69 424 358 

World | este eee e es eee eens 93 80 569 456 Banking (7x10 f,) ......e00% 70 50 417 825 
Paper Mill News (w)........ *§176 = *||§137 736 638 i: ok arr errs 63 63 605 565 
Paper Trade Journal (w)... *||§$$197 *$182 1,040 861 ae eee 148 139 868 835 
Pencil Points .......... eae 105 67 563 B47 Hospital Management........ 77 63 427 390 
Petroleum Engineer . 172 138 1,102 913 Hotel Management ......... 85 69 588 382 
Petroleum Refiner . ea 214 211 1,245 1,177 Hotel World Review (w) 

Ue WIR access cswaaece *94 *85 702 588 1 ES rere *|| $38 *83 201 186 
ee a oe 805 291 1,641 1,566 Industrial Marketing ....... 12 112 709 651 
Power Plant Engineering... 148 132 876 794 | Medical Economics (4%4x6%) 94 100 616 642 
Practical Builder (10%4x15).. §26 §18 165 114 Modern Beauty Shop........ 67 88 379 474 
eae ee 54 53 344 331 Modern Hospital ........... 164 156 1,047 926 
Product Engineering ........ ||863 357 2,183 2.366 Modern Medicine (4%4x6%4).. 125 125 808 800 
Production Engineering & Nation’s Schools ............ 56 42 377 294 

Management .............. 146 170 922 1,085 Occupational Hazards 
Products Finishing (414x614) 88 69 434 321 So errr ree 61 48 302 262 
IR ccsscccekeviess3s 268 232 1,591 1,440 | Oral Hygiene (44,x7#;)..... 144 139 872 851 
Railway Age (w)........... 292 220 1,906 1,723 Restaurant Management..... 69 54 401 311 
Railway Purchases & Stores. 132 111 795 663 Scholastic Coach ............ Fi "ia 148 117 
ROBGS & SlPOets, «occ icccese 91 79 523 436 | School Management 
TT SB ere 99 88 581 493 CSS.) ere er Ps ee 13 137 111 
Sewage Works Engineering. . 27 25 150 129 | Traffic World (w)........-.. F115 92 660 576 
Southern Power & Industry. 120 118 709 720 
SE MD. bee ess o86545404540.0 583 467 3.474 2,941 5c rrr rer rr rr re te 1,906 1,741 11,743 10,721 
UU re 25 22 147 127 : , 
Telephone Engineer ......... *44 *40 339 295 §Includes special issue. *Includes classified advertising. {|Last 
CO aera *T117 *89 677 586 issue estimated. tFive issues. ‘*Three issues. ®fwo issues. 
i re 189 163 1,105 931 ttEstablished January, 1945. May and June issues com- 
, | Ee errr *96 *74 574 433 bined. Figures listed in May tabulation. 

. a total of 104,263 pages, compared |3,544 pages as compared with 
U. S., Canadian with 93,459, "209. 
~ In the export group, 6,337 pages oak pea 
Business Papers of advertising were run during| Urbana to Gumbinner 
‘ the first six months, compared A H 
Show Ad Gains with 5,541, a 14.4% advance, while} Urbana Wine Company, Ham- 
class publications, with 11,743|mondsport, N. ai has = 

Chicago, July 5.—With trade| Pages, as against 10,721, were up| Lawrence C. a gg, ie 
publications marking up the big-| 9.5%. ; __|tising Agency, New York, 
gest jump in total linage, advertis-| In June issues alone, industrial| handle Gold Seal champagne and 
ing volume in business papers dur-| Papers carried 18,116 pages of ad-| Charles Fournier Brut champagne. 
ing the first half of 1945 gained|vertising, up 11.1%; the trade ae pa 
13.7% over the similar ’44 period,| group, with 3,636, was ahead) Seanor to Mack Export 
according to a compilation by In-| 25.6%; export papers, with 1,315 H. E. Seanor, special sales rep- 
dustrial Marketing. June issues of| Pages, were up 38.9%; and class| oo istive in the Chicago office 
the 175 publications represented| Publications, with 1,906 pages, f k-I : B 

9.5% of Mack-International orpora- 
were 14.1% ahead of a year ago.| were up 9.9%. ; , tion, has been appointed vice- 

During the half-year period, the| Canadian business papers| (On, aes ee ee export sales 
108 industrial, 33 trade, 13 export | scored a 14.7% gain for the half- ve = 4 fen oto New York 
and 21 class publications ran a|year period, with 79 publications Bian 7” 
total of 144,318 pages of advertis-|running 21,715 pages of advertis- 
ing, compared with 126,885 pages|ing, compared with 18,930 in °44. Surveys Portland Market 
in 1944. Total June linage| Biggest gain was registered by the) ,. portland, Ore., Chamber of 
amounted to 24,973 pages, as|trade group, with 32 publications Commerce has just released a 
against 21,881 last year. running a total of 7,609 pages, uP | ,ooklet entitled, “Let’s Look at 

The trade group, with 21,975 26.6%. The 32 papers in the in- Portland,” giving factual infor- 
pages compared with 17,164 pages, |dustrial division carried 10,562) mation on the city of interest to 
scored a 28% gain for the six- | pages, compared with 9,709, an/business men. It is available free 
month period. Industrial publica- | 8.8% advance, and 15 class pub-|of charge from the chamber’s in- 
tions were ahead 11.6%, carrying lications were 10.4% ahead, with’ dustries department. 
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The Man who Wears 


RECOGNITION — Carstairs Bros. Dis- 
tilling Co., Baltimore, is distributing 
this Service Discharge Emblem wall dis- 
play for taverns, package stores, hotels 
and other places where liquor is sold 
in an effort to acquaint civilians with 
the badge and welcome returned 
veterans. Lennen & Méitchell, New 
York, is the. Carstairs agency. 


Bendix Appliances 
to Include Home 


Ironer and Drier 


South Bend, Ind., July 3.—Ben- 
dix Home Appliances, Inc., hereto- 
fore producer of the Bendix home 
laundry, has announced its en- 
trance into the home ironer and 
home drier fields. Production of 
the washer is already under way. 

The announcement said the firm’s 
home ironer combines the best 
features of rotary and flat plate 
ironers on the market before the 
war. The ironer and drier will 
go into production somewhat later 
than the washing machine, demon- 
stration models of which are ex- 
pected to be in the hands of 8,000 
Bendix dealers by early fall. 

W. J. Daily, advertising direc- 
tor, and executives of Ruthrauff 
& Ryan, Chicago, which handles 
the account, at the same time re- 
vealed that advertising schedules 
will be increased as production of 
the appliances increases. Maga- 
zine and trade publications are 
now carrying Bendix ads, and the 
company will later revive its 
newspaper, radio and outdoor dis- 
play campaigns, dormant since 
1942. 

Sales plans include training 
courses for distributor salesmen 
here in August and September, 
use of trained “home service” di- 
rectors to show housewives how 
to launder clothes properly, pro- 
vision for elaborate displays of 
Bendix appliances in dealer win- 
dows and department stores, etc. 
Training of salesmen will be con- 
ducted through use of slide films, 
presentation charts and other vis- 
ual aid material. 


Canadian Book Issued 


The 21st annual edition of the 
Business Year Book, reference 
guide on Canadian business and 
markets, has been issued by Mac- 
lean-Hunter Publishing Company, 
Toronto, and is available for $2. 
New features in this year’s book 
are predictions on postwar popu- 
lation and working force trends 
and outlooks for different types of 
industries. 


LOOK IT UP én 
the MARKET DATA BOOK! 


INDUSTRIAL 
MARKETING 


CONSUMER MARKETS EDITION 
e 
BUSINESS PUBLICATIONS EDITION 


Sees Extensive 
Foreign Use of 


Plastic Plates 


New York, July 5.—Extensive 
use of plastic plates by the OWI 
is attracting foreign buyers, point- 
ing to a new postwar market for 
American makers of molding 
equipment, plastic compounds and 
the plates themselves, according 
to Franklin Moss, president, Theo- 
dore Moss Company. 

The Brooklyn company has been 
supplying the OWI Overseas 
Branch with plastic Mosstypes, 
and has developed techniques 
which accelerated the manufactur- 
ing tempo and improved durabilty 
of the plates to the point where 
they are now used repeatedly for 
stereotyping operations, and with- 
stand long runs in direct printing. 


Sent by Air 


Although the development of 
plastic plates was known before 
the war to foreign plate-makers, 
wartime improvements in this 
country have stimulated interest 
abroad, Mr. Moss explained, in 


adopting the American plate-mak- 
ing technique for postwar print- 
ing of newspapers and magazines. 

Soon after the U. S. entered the 
war, the picture division of the 
OWI Overseas Branch started em- 
ploying plastic plates as an effec- 
tive medium of. bringing news 
pictures of American origin to the 
foreign press. Lightness in weight 
permitted their shipment by air 
in large quantities, and far lower 
production costs are claimed as 
well, 

Following. preliminary tests, 
plastic plates were adopted for 
daily and weekly services for vir- 
tually every country in the world. 
In China, for instance, plastic 
plates enabled several newspapers 
to start pictorial supplements, Mr. 
Moss said. 

The “Photo Review,” fortnightly 
product of the OWI publications 
department, uses plastic plates for 
entire pages. Six copies of the 
magazine, printed in English, are 
sent with each shipment of plates 
so the text may’ be translated and 
printed in the language of the lo- 
cal region. Plastic plates for the 
32-page magazine weigh around 
17 and one-half pounds, while 


metal electrotypes would weigh 


eight times as much, Mr. Moss es- 
timates. Plates are shipped to 
Cairo in six days, to Australia in 
seven or more days. 

Plastic plates also are being em- 
ployed in leaflets directed against 
the enemy, prepared by OWI’s 
psychological warfare units oper- 
ating in the field. 


To Booker-Cooper 


Aircraft Plastics, Los Angeles, 
maker of fireproof and fungus-re- 
sisting plastic coatings, has ap- 


pointed Booker-Cooper, Inc., Los 
Angeles, to handle its account. 
Direct mail and trade publications 
will be used. 


Takes Insurance Ad Post 


Donald G. Pray, recently re- 
lieved from active duty in the 
Navy, has been appointed sales 
director and advertising manager 
of Ohio State Life Insurance Com- 
pany. He was formerly with Lin- 
coln National Life and Bankers 


Life of Nebraska. 


GEORGE T. HOPEWELL, 


For Best Results Advertise in— 


“CONCENTRATED”’ 
NEGRO MARKETS 


oe CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 


Write for infermation: 


NEW YORK OFFICE: |0! Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 


Exclusive Representatives 


April 9) 


NE 


Two thousand electric irons advertised in 
the Sunday Oklahoman brought block- 


long line of eager buyers who snapped 


them up in less than an hour. (Monday, 


-WAR 
SB 


The inauguration of American Airlines’ 
new New York-Los Angeles route marks 
the first ume in 11 years that Oklahoma 
City has been offered east-west transcon- 
tingntal air service. (April 22) 


$2,175,000 


vigorous and distinct personalities. 
Just as the Broadway success “Oklahoma!” has been packing ‘em in at 
the St. James for almost three years of wartime, so have the Oklahoman 
and Times proved sensational box office among readers and advertisers. 

An ability to adapt themselves to war-enforced limitations without 


Oklahoman . . 


BUYING 
UN 


To a greater Oklahoma City of 260,000. 
new oil field brings added personnel of 
20,000 in past two years. WPB approves 


home building project as re- 


sult. (Apr 19) 


WSPRINT restrictions have served to spur on the management of 
The Oklahoman and Times to continue to give these newspapers 


sacrificing influence with readers is the answer. This capacity contributed 
greatly to the winning of fourth place in the 15th Ayer award by The 
. will gain added weight when you have normal stocks of 
goods to sell and are looking for an active market in which to sell them. 


THE DAILY OKLAHOMAN 


OKLAHOMA CITY TIMES 


THe OKLAHOMA PusBLiIsHING Co.: THE FARMER-STOCKMAN 
KVOR, Cotorapo SpriINGs 


*% WKY, OktaHoma City 
*® KLZ, Denver (Under Affiliated Management) 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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FARM COPYWRITER 
WANTED 


New York City advertising agency has 

opening for magazine and radio copy 

man experienced with farm accounts. 
+ 


JOB REQUIRES enthusiasm, sound cre- 
ative thinking and ability to produce 
volume of work. 
= 
JOB OFFERS excellent opportunity for 
right man in medium sized, well estab- 
lished agency. Splendid working condi- 
tions with highly co-operative group. 
* 
Give complete background. Send photo- 
graph. Advise salary expected. 
* 
Box 6164, Advertising Age 
330 W. 42nd St., New York 18, N. Y. 


WANTED 


DASSISTANT SALES 
PROMOTION MANAGER 


Nationally-known concern pro- 
ducing a highly advertised prod- 
uct requires a man with creative 
ideas plus experience in promot- 
ing the sale of packaged goods. 
The man we seek is one who can 
qualify readily for promotion to 
the post of sales promotion man- 
ager. 


The job is in New York. The sal- 
ary is around $6,000—the future 
excellent. If you think you are 
the man we need, write us fully 
about your age, experience, and 


availability. 


Box 6163, Advertising Age 
330 W. 42nd St., New York 18 


The Advertising Market Place— 


The rates for this department are as follows: “Help Wanted,” “Positions 


Wanted,” 
50 cents a line, minimum charge $2. 


card rates. 


“Representatives Wanted,” 
Terms cash with order. 
Wednesday noon preceding publication date. 


and “Representatives Available,” 
Forms close 


Display advertisements take 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
OTHER AUTHORIZED CHANNELS. 


HELP WANTED 


HELP WANTED 


ADVERTISING SALESMEN 


Prefer previous experience general 
industrial trade journals. Consider 
be- 


ginners. Salary. Real future. Promi- 


ambitious, interested veterans, 


nent company. 


Box 7234, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


Experienced movie man who can 
organize, produce and handle dis- 
tribution of long-range educational 
and institutional film program. 
Position open covers complete han- 
dling of extensive internal and ex- 
ternal program by a large, well- 
known national organization. Give 
full experience, age, photograph, 
present salary. Inquiry will be 
confidential. 
Box 7422, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y 


Advertising Sales Promotion Man 
for established oil industry publica- 
tion in Southwest. Must be creative, 
write selling copy and letters, make 
at least good rough layouts. Trade 
paper sales promotion experience 
desirable. Excellent opportunity for 
young man. Give full particulars of 
age, experience, education, salary. 

Box 7418, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER 
Nationally known, medium size mid- 
west agency offers an unusual 
opportunity to a young man or re- 
tired veteran who can create effec- 
tive copy. Give age, education, ex- 
perience, references, and salary ex- 
pected. é 

Box 7421, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Artist, Designer — counter displays, 
racks, floor stands made of metals, 
wood and plastics — Good renderer 
and letterer with knowledge of 
modern display design. Exceptional 
postwar future. 

Display Guild, 8509 57th Ave. 

Elmhurst, Queens, New York 


Copywriter and Production Super- 
visor: Opportunity to become ac- 
count executive and increase earn- 
ings. Must have writing ability and 
be able to handle production at first. 
Other responsibilities later as you 
develop. Well established nationally 
known midwestern agency. Middle- 
size city. Brilliant future for right 
man. 

Box 7403, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Wanted: Assistant Treasurer for 
national publishing firm. Must know 
publishing accounting and taxes. 
Excellent opportunity. State experi- 
ence and qualifications. 
Box 7436, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


A youngish fellow to function as 
assistant to advertising manager in 
the durable goods field. The neces- 
sary requirements are only that you 
have a liking for slinging the King’s 
English in connection with a com- 
pany house organ together with a 
determination to acquire a real 
schooling in advertising, merchan- 
dising and the graphic arts gener- 
ally. Salary to start will be nominal 
but the opportunities are great. 
Box 7435, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


EDITORIAL ASSISTANT 
National business magazine headed 
for rapid postwar expansion offers 
excellent opportunity for good re- 
write and layout man. Should have 
Adv. Agcy., magazine or newspaper 
experience. War vet. preferred. 

Box 7434, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Wanted: salesmen or organization 
to sell high grade and desirable 
service to banks. Preferably those 
now covering middle west territory. 
Can be handled as added line by 
Specl. Reps. or those used to selling 
advertising. This service has en- 
dorsement of bankers, remuneration 
entirely on commission basis, but 
liberal cut in on profits available to 
right man who follows through. 
Box 7438, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 
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POSITIONS WANTED 


EDITOR:—- under 45, must know 
makeup, layouts, engraving, print- 
ing and know how to dig up good 
editorial material for his book. Ex- 
cellent opportunity and good salary 
for right man. 
Box 7442, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


LAYOUT AND COPY. Opportunity 
now and postwar. Creation direct 
mail as well as industrial, national 
advertising and radio. Location— 
agency in Midwest city, 60,000 popu- 
lation. Wonderful living conditions. 
Costs below metropolitan areas. Sal- 
ary to start around $2800, depend- 
ing upon qualifications. Give details 
of age, experience, etc. 

Box 7440, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


4-A ADVERTISING AGENCY 

WANTS COPYWRITER 
One of the nation’s top advertising 
agencies in Detroit has a position of 
permanence and opportunity for a 
good copywriter. Accounts are varied 
and interesting, using national con- 
sumer magazines, trade publications 
and newspapers. Clear thinking and 
lucid writing are primary require- 
ments. Especially interested in re- 
turning veterans and younger men 
now employed in the agency busi- 
ness who wish to improve their po- 
sition. Write Box 7444, ADVERTIS- 
ING AGE, 100 E. Ohio St., Chicago 
11, Ill., for an interview, stating age, 
education, experience. 


Wanted Space Salesman—Merchan- 
dising Trade Publication leader in 
its field. To take complete charge 
eastern territory. Large current 
billing and unusual prospects. Only 
interested in man who has success- 
ful record and looking for advance- 
ment. Salary $7,500 plus percentage. 
Box 7448, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


Industrial Advertising Man desires 
contact with midwest agency having 
need for capable assistance on in- 
dustrial accounts. Fifteen years ex- 
perience in the use of all media 
employed in promoting the sale of 
industrial products to manufactur- 
ing and service industries. Writes 
sound, sensible and effective selling 
copy. Would consider assignment as 
account executive or _ specialized 
copywriter. For mail or personal in- 
terview write 

Box 7441, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


War-Veteran, 7 years experience pro- 
duction manager publishing house. 
College background. Available im- 
mediately. Shattls, 1755 East 13, 
Brooklyn. Dewey 9-8314. 


Media Director of one of Canada’s 
largest agencies would like opening 
in an American agency contemplat- 
ing future Canadian Operations. 
Box 7439, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Discharged Vet., age 27, desires 
sound position with Publication or 
Advertising firm. 5 yrs. newspaper 
experience. 2 yrs. Public Relations 
—Army. 

Box 7438, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


MAN ALIVE! 
PROMOTION MAN, alive to need for 
warmer, more realistic public-speak- 
ing-in-print by media & mfrs, out to 
meet management man who believes 
future demands daring and broader 
approach to advertising. Top-level 
writer-visualizer, easy in all copy & 
art styles and to get along with; 17 
yrs. four major media; biggest po- 
tential (short-fuse), ability to inter- 
pret company character and policy 
vividly, sympathetically: ready to 
devote entire time to campaign of 
his career. 

Box 7437, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES WANTED 


Junior space salesman—Young man 
to work under eastern manager out 
of New York office, representing old 
established midwest publishing firm. 
Will represent two of the leading 
publications in the engineering and 
construction field. Excellent oppor- 
tunity for junior representative to 
build clientele and increase his earn- 
ing capacity. Salary open. Reply 
giving age, education, exp. and ref- 
erences. 
Box 7203, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Detreit Representative Wanted 
New York publisher wants aggres- 
sive, successful salesman to represent 
them in Detroit, Michigan, Indiana— 
Hither full-time with a drawing ac- 
count against commission, or part- 
time, commission only. Address John 
J. Whelan, Haire Publishing Com- 
pany, 1170 Broadway, New York 1, 
New York. 


DID WE HEAR 


a fellow say he wants a chance to strut 
his stuff . . to put his advertisin 

and merchandising experience to wor 
- +. to see his ideas hike sales up. . . 
and through an interesting salary ar- 
rangement to get his share of the 
profits. Well step right up, tell us 
about yourself in a letter. We are lo- 
cated in New England, our products are 
excellent and enjoy national distribution. 
You must be able to write hard-hittin 

copy, layout and prepare direct ma 

pieces, formulate and direct campaigns, 
dealer co-op plans, point-of-sale dis- 
plays, etc. 


BOX 6165, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


“You heard me, Snodgrass... if showmanship 
got ‘em in here, let showmanship get ‘em out.“ 


statistics 


COLUMBIA OWNED 
50,000 WATTS « 780 kc 


you can't duck daytime 
like these: 


HOOPER REPORTS SHOW... 
9 of Chicago’s 10 top rating daytime 
programs are on WBBM* 


NIELSEN RADIO INDEX REPORTS SHOW... 
WBBM leading its nearest competitor 
by 26% in 1944 and by 41% during the 
first 12 weeks of 1945** 


CBS LISTENER DIARY STUDIES SHOW... 
WBBM with 29% more quarter hour 


“firsts” than its next competitor*** 


* Hooper Continuing Measurement of Radio 
Listening for Chicago (February-April, 1945) — 
8:00 A.M.-6:00 P.M., Monday-Saturday. 

** Nielsen Radio Index — Chicago area 
daytime station ratings —6:00 A.M.-6:00 P.M., 
seven-day averages. 


*** CBS Listener Diary Study (January, 1945) 
6:00 A.M.-6:00 P.M., Monday-Saturday. 


REPRESENTED BY RADIO SALES, THE 
SPOT BROADCASTING DIVISION OF CBS 


Adv 
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King Heads Botsford 
Textile Division 

Frank King, for the past 12 years 
sales promotion and advertising 
manager of Mabley-Carew Com- 
pany, Cincin- 
nati, has joined 
the Portland, 
Ore., office of 
Botsford, Con- 
stantine & 
Gardner to di- 
rect the agency’s 
garment and 
textile accounts. 

Botsford han- 
dles about 30% 
of the national 
apparel space 
advertising orig- 
inating from California, Oregon 
and Washington, and is planning 
greater expansion in these lines. 
Its leading garment account is 
Jantzen Knitting Mills, Portland, 
which in 1945 will run close to 
$400,000. The agency recently 
added the account of Hardeman 
Hat Company, Seattle. 


U.S. Rubber Takes 
Hiatus for Philharmonic 


After the broadcast of Aug. 12, 
the New York Philharmonic- 
Symphony under sponsorship of 
U. S. Rubber Company, New 
York, will be off CBS, Sunday, 
3-4:30 p.m., EWT, for a seven- 
week vacation. During that pe- 
riod, the Columbia Broadcasting 
Symphony will offer concerts un- 
der the direction of Bernard Herr- 
mann and guest conductors. 

U. S. Rubber will resume the 
Philharmonic concerts on Oct. 7. 
Agency is Campbell-Ewald Com- 
pany, New York. 


Frank King 


Green Promoted 


Marvin T. Green, advertising 
and sales promotion manager of 
Chicago Show Printing Company, 
has been promoted to a new posi- 
tion of sales manager of the 
printing division. John M. O’Dea, 
formerly with Evans Associates, 
Chicago, has joined the company 
as advertising manager. 


Want to Live 
And Work In Florida? 
. .. Grow with Florida 


A long-established, rapidly growing 
Florida advertising agency is looking for 
two good men. 


|. We need a copy man who can stay 
on the ball, write copy that bites 
and supervise one or two other 
copy writers. He's got to be able 
to punch in the clinches and turn 
out good stuff under high pressure. 


2. We also want a young man who 
has had general agency experience 
to function as an assistant account 
executive. He must be personable, 
agreeable and able to handle 
detail. 

This a chance for men who can see 
the opportunities Florida offers as well as 
the real pleasure of living here. Remem- 
ber, we can't pay the kind of salaries you 
can get in the north right now—but the 
man we want will take the long view and 
be willing to invest time and work toward 
eventual ownership participation and a 
solid future. 


Write, giving full details about educa- 
tion and experience. . 


BOX 6161, ADVERTISING AGE 
100 E. Ohio St., Chicago 4, Ill. 


MAJOR AIRLINE 
Needs Advertising Man 


A versatile advertising man capa- 
ble of handling copy, direct mail’ 
planning, rough layout and produc- 
tion of printing, is needed for 
Chicago area immediately. Excel- 
lent opportunities in a growing 
industry are open to the man who 
can qualify. 


First letter should include age, 
family and other personal history, 
past and present employment rec- 
ord and salary expected. Samples 
of your work are requested. 


Box 6162, Advertising Age, 
100 E. Ohio St., Chicago 11, Ill. 


Air Power League 
Plans $2,500,000 
Educational Drive 


New York, July 3.—A drive for 


~ $2,500,000, including $2,000,000 for 
*|study and development of air 
| |power and education of the pub- 


lic, was launched here this week 
by the Air Power League, or- 
ganized last fall as the Air Force 


'| League. 


An appeal for support will be 
made to all ranks of people, with 
12 Air Power League clubs al- 
ready in the process of being 
formed. Buffalo and Erie are ex- 
pected to be the first two com- 
munities with organized clubs. 
Persons active in flying and those 
who will work for improvement 
of air facilities in their local com- 


munities and for the furtherance 
of air education everywhere 
among youth will be encouraged 
to join. The league will handle 
promotion and publicity direct. No 
advertising is planned. 

Outlining the broad principles 
and objectives of the league, 
Charles E. Wilson, president of the 
league and head of General Elec- 
tric Company, declared that “ade- 
quate air strength” is essential to 
the “maintenance of national se- 
curity and the preservation of 
world peace.” 

The league plans to establish 
in a major city an aviation mu- 
seum, with emphasis on planes and 
weapons of war, on the new air 
geography, and on the scientific 
achievements in aviation. It also 
plans to set up a library on avia- 
tion and air power, which will 
include motion pictures and other 
visual records; it will commission 


a well-known historian to prepare 
an authoritative history of avia- 
tion in war; and it will establish 
scholarships in air science under 
a committee headed by Charles F. 
Kettering, General Motors Corpo- 
ration. 


Brown of Rolls Razor 
Forms Import Company 


Formation of British Merchan- 
dise Centre Ltd. as importer and 
sole distributor in the United 
States of Humber bicycles, Finni- 
gan of Bond Street leather goods 
and Rigby London brushes, has 
been announced by R. G. Brown, 
president and general manager of 
Rolls Razor, Inc., who will con- 
tinue in that position and head 
the new company as well. Both 
companies have headquarters at 
342 Madison Ave., New York. 

Items imported by the center 


will be sold through a limited list 
of cooperating department and 
specialty stores. Mr. Brown also 
said that Rolls razors will be gen- 
erally available in about six 
months, to be sold through the 
same wholesalers as prewar. 


Whitaker to K&E 


Ralph Whitaker, formerly with 
Curtis Publishing Company, Phila- 
delphia, has joined Kenyon & 
—™ New York, as an execu- 

ve, 


SIGHS OF LONG LIFE™ 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
lima, Ohio, U.S. A. 
The World’s Largest Menutecturers of 
All Types of Signs 


*REG US PAT OFF 


ies 


A familiar name 


on the schedules of 


leading magazine advertisers... 


By 7 


The New York Times Magazine 


TAAtee ow We teRe 


A key medium for 


JOHN H. WOODBURY. Ine. 
Campaign prepared and placed by 


LENNEN & MITCHELL, INC. 


A SECTION 


Because it reaches 


hundreds of thousands of readers 


throughout the country— 


from New York, 


the world’s richest market, 


to the smallest crossroads village — 


The New York Times Magazine 


is a basic medium 


for national magazine advertisers. 


@F THE SUNDAY 


The New Pork Simes Magazine 


NEW YORK TIMES 
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OWI Foreign Branch 


Gets Unexpected Support 

Washington, July 5.—Well pre- 
pared when the war agencies ap- 
propriation bill reached the Sen- 
ate, OWI had secured the support 
of respected leaders from both 
sides of the aisle in its fight for 
funds, but the most remarkable 
feature of the debate probably was 
the impassioned plea for the over- 
seas information job from Dela- 
ware’s conservative James Tunnell. 

Stirred by a long speech in 
which Kentucky’s Happy Chandler 
concluded that OWI wasn’t worth 
a dime, Senator Tunnell arose to 
comment that “in all the traveling 
I have done, only in the Senate 
have I heard a statement of that 
kind made.” 

Pointing out that in Jerusalem 


By STANLEY E. COHEN, Washington Editor. 


last January, British propaganda 
leaflets advertised General Mont- 
gomery “and nothing about his 
army and nothing about the part 
the United States was playing in 
the war,” he asked, “Are we going 
to sit aside and let our business 
competitors present our case? 

“Tf it is the purpose of Con- 
gress to withdraw America from 
any portion of the world’s business, 
any portion of the mercantile 
business which will follow the war, 
then let us withdraw our support 
of OWI, withdraw our armies from 
Europe, withdraw our support of 
civilization and be _isolationists 
fully. 

“If there is no desire to have 
our side presented, if there is no 
desire to have the United States’ 
position known to the world, then 


YOU MAY BE ABLE T0 HURL 
HIT GAME — 


A 17-INNING, NO- 


BUT _you can’t PitcH 
AN “OUTSIDE” BROADCAST 


INTO WESTERN MICHIGAN! 


Just as a catcher’s mitt stops a ball, so does Western 
Michigan’s barrier of fading smother radio broad- 
casts—even those from super-powerful stations in 


Chicago and Detroit! 


So if you think folks hereabouts are listening to 
your programs from those points—this is to inform 


you they aren't. 


Inside-the-wall stations are the only ones they can 


get with any dependability. 


And their favorites are 


the new combination—WKZO in Kalamazoo plus 
WJEF in Grand Rapids—which offer complete cov- 
erage of all Western Michigan, with non-fading sig- 
nals, with CBS audience-appeal, with skilled local 
programming for the separate markets involved, and 


with one low combination rate to pay. 


We would 


be happy to send you all the facts—or just ask Free 


& Peters! 


*Fred Toney did it in his first season in organized baseball, Bluegrass 
League, 1909. 


wKZO 


1 4 CBS -FOR arnt 
- GREATER WESTERN 


WJEF 


-FOR GRAND RAPIDS 
—_ AMD KENT COUNTY 


Both owned and operated by Fetzer Broadcasting Company 
Free & Peters, Inc., Exclusive National Representatives. 


iad 


we had better not have any posi- 
tion abroad; we had better with- 
draw.” 

* * * 
Problem: That new automobile 
will come with only four tires, 
WPB has decided. Identical tire 
sizes are needed for the ambitious 
light truck program, so it may 
take a lot of doing to provide the 
approximately 800,000 needed for 
four-tire equipment. Job: While 
the freeze is still on, and no con- 
struction permits will be issued 
until 60 days after it is lifted, the 
FCC staff is going to work on the 
420 FM and 119 television appli- 
cations now pending. Chairman 
Paul Porter says that at this time 
FM applications need not specify 
the particular channel in the new 
band which is desired. 
* * * 


Delay: Commerce probably will 
not.be able to do anything about 
an advertising agency for surplus 
property for about another month. 
Unable to come to a decision on 
the basis of presentations sub- 
mitted by agencies several weeks 
ago, it has asked several top ad- 
vertising men to make a confiden- 
tial study of surplus sales problems 
and work out a basis for selecting 
advertising agencies. Eventually it 
is expected that this committee 
will suggest that Commerce hire 
several agencies in view cf the 
variety of commodities, and the 
number of sales outlets (possibly 


_|75) which must be handled. 
* * co 


Project: North Dakota’s Senator 
William Langer, who conducts a 
continuous campaign for an in- 
vestigation of military training 
plane accidents, now thinks Con- 


gress ought to look into Curtiss- 
Wright public relations activities 
as well as its production methods. 
He has a letter from a newspaper 
man asserting that the firm hired 
Jess W. Sweetser and T. J. Ross 
(of T. J. Ross and Ivy Lee) to 
mastermind a defense against con- 
gressional charges. 

The letter describes a Chicago 
cocktail party for the press “which 
must have cost the taxpayers at 
least $1,000,” and a visit by 40 
Washington and New York news- 
paper men to St. Louis for an in- 
troduction to the new Curtiss com- 
mercial “Commando.” According 
to the anonymous informant, the 
trip was made in an Army C-46, 
and turned out to be “the fanciest 
2-day brawl I’ve ever seen,” in- 
volving quarters at the Jefferson 
Hotel, a full dress 12-course din- 
ner, and “a rare demonstration of 
strip tease by one Dawn Carroll 
imported from Chicago.” 

* * * 


Plan: The House postwar com- 
mittee is urging the government to 
blue-print its postwar public 
works requirements, but to with- 
hold actual work during the tran- 
sition period. It suggests that a 
planning group be established to 
stabilize the construction industry 
at the point where it employs 
about 6,000,000 persons. Guide: 
The Patman small business com- 
mittee of the House has worked 
out a convenient chart listing key 
officials and telephones or agencies 
selling surplus property. 


Hope: Perhaps all isn’t lost, 
after all. Like a fresh breeze was 
the reply of William S. Bradley, in 
charge of surplus property sales at 
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Commerce, who, when told that 
cataloging of items at a Texarkana 
auto parts sale had been inade- 
quate, bluntly admitted that the 
charges were true and criticisms 
justified. 

Data: D. Stevens Wilson of the 
national economics unit, Bureau of 
Foreign and Domestic Commerce, 
estimates that business men will 
spend $4,500,000,000 for plant 
equipment and alterations in the 
next fiscal year. That is three 
times the prewar average and far 
above the 1929 peak. 

* * 


Blow: Bicycle manufacturers are 
going to have to absorb a 55-cent 
increase granted to manufacturers 
of tire assemblies, OPA says. 
Endorsement: With the _ 60,000 
quota for cadet nurses for the past 
federal fiscal year oversubscribed, 
Surgeon General Thomas Parran 
has expressed appreciation for 
“More than $12,000,000 donated in 
news and advertising space by in- 
dustry, press, radio and screen 
without cost to the government, 
in support of the program.” 

Opportunity: Commerce Secre- 
tary Henry Wallace announces that 
all import and export figures 
through 1944, and import and ex- 
port figures for 1945 except for a 
few critical items, may now be re- 
ported on a current basis. 


‘Boot & Shoe’ Ups Rates 


Boot & Shoe Recorder, New 
York, has announced an increase 
in advertising rates and payment 
of an advertising commission ef- 
fective immediately for new ad- 
vertisers and July 1, 1945, for ad- 
vertisers on record. 


and savings! 


ND now meet Mrs. Colossus...wife of 
the American Farmer. She’s the lit- 
tle woman, the big little woman, whose 
gigantic family and rural neighbors buy | 
nearly 40% of all the consumer goods & 
America produces. And right now, giving 
her added stature as a prospect, are 14 
billion dollars which she and her hus- 
band have accumulated in War Bonds 


She’s an important woman to know—and 
to be known by. For make no mistake, 
her close partnership with the man of the 
family makes her opinion a potent factor 
in every purchase made for the farm. 


Yes, this little woman means business, a fact well 
shown by readership studies of Country Gentleman. 
Maybe you never thought of her as devouring 
articles on hog houses or soil conservation or 
Herefords—but she does. Periodic reader-traffic 
studies show that women’s interest in farm articles 
—not to mention fiction and home service features 
—is almost as great as the men’s!* No doubt about 
it, the preference farm families give to Country 
Gentleman is shared by both sides of the family. 


And remember, the 2,000,000-odd families which 
read Country Gentleman cover-to-cover are con- 
centrated among those families which buy 72% of 
all merchandise which flows to America’s farms. 
Q.E.D.: That colossal market beyond the suburbs 
is a Country Gentleman market! 

*Ask a Country Gentleman representative to show you the 


latest reader-traflic study, just completed. Proves conclu- 
sivély: women, too, read Couutry Gentleman cover to cover. 


What business can ignore the farmer’s strength 7g 
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Advertising Age, July 9, 1945 


Majority of Radio 
Industry Favors 
FCC Move for FM 


New York, July 5.—Opinions on 
the FCC decision to allocate fre- 
quency modulation to the 88-105 
mc band were generally favorable 
this week, with network officials 
and radio equipment officials ex- 
pressing approval of the FCC’s in- 
vestigations, the results of which 
will be “in the best interests of 
the public and the radio industry.” 

John Ballantyne, president of 
Philco Corporation, Philadelphia, 
said the decisions “gives the green 
light to both television and FM 
radio just as soon as war condi- 
tions permit... 

“,. .. The action of the commis- 
sion brings much nearer the time 
when the radio industry can re- 
sume civilian production of both 
FM receivers and television sets 
by definitely establishing the fre- 
quency allocations of both serv- 
ices,” he said. 


Working on Plans 


Stromberg-Carlson Company, 
Rochester, N. Y., reported it “has 
already put design plans in work 


for an FM radio receiver to meet]: 


the new FCC allocations. Lee Mc- 
Canne, vice-president and general 
manager, said the decision “re- 
moves the last shackles from our 
thinking on our postwar line and 
FM’s key position in it.”” He pre- 
dicted “a heavy demand for FM 
receivers when civilian radio pro- 
duction is resumed.” 

With FCC settlement of the 
allocations, Niles Trammell, presi- 
dent of NBC, said “It gives all 
branches of the industry, including 
broadcasting and manufacturing, 
ample opportunity to establish 
new services in the immediate 
postwar period.” 


Sees ‘Ultimate Advantages’ 


Robert D. Swezey, vice-presi- 
dent and general manager of Mu- 
tual Broadcasting System, said the 
network “believed that the ulti- 
mate advantages of the allocation 
to all concerned, will greatly out- 
weigh any present economic sac- 
rifices involved. . .” 

Frank Marx, director of general 
engineering for American Broad- 
casting Company,.said “We feel 
the commission has made a very 
wise decision. . .” CBS released 
no statement. Maj. Edwin F. 
Armstrong, inventor of FM, re- 
vealed that through a “device 
which will enable stations now on 
the air to emit simultaneously the 
old and new frequency during the 
period of interim operation,” his 
Alpine, N. J., station would start 
dual operation as soon as mate- 
rials, manpower and a license are 
available. 


Major Job Factor 


Predicting that “if action is 
taken promptly, FM will be the 
major factor in postwar employ- 
ment,’”’ Maj. Armstrong said that 
“FM will start going forward im- 
mediately that licenses are issued 
for the 400 or more applications 
on file. . .” 

On the other hand, Arthur 
Freed, vice-president and general 
manager of Freed Radio Corpora- 
tion, New York, speaking “as con- 
ference chairman of the pioneer 
FM radio manufacturers,” said the 
decision “will result in widespread 
unemployment at a time when the 
industry is mobilizing its plans 
and resources for reconversion 
from war to civilian radio produc- 


tion. It definitely favors the man- 
ufacturers of standard broadcast 
receivers and discriminates ... 
against the FM manufacturers. It 
deprives the public of the recog- 
nized advantages of FM as an 
information and _ entertainment 
medium.” 


Bee Strawway to WJZ 

Bee Strawway, formerly with 
J. Walter Thompson Company, 
New York, in radio promotion 
and publicity, has joined WJZ, 
New York, as merchandising man- 
ager, succeeding Howard St. John, 
who has been assigned to the 
American Broadcasting Company’s 
sales department in charge of 
program sales, promotion and de- 
velopment. She previously was 
director of merchandising and re- 
search for WLW, Cincinnati. 


Production Plans 
for Postwar Move 


Ahead of Selling 


New York, July 5.—Twice as 
many manufacturers have made 
plans for plant improvements as 
have planned new or improved 
sales and distribution methods for 
postwar, Modern Industry will re- 
port in its July 15 issue, summar- 


izing detailed replies in a survey] be 


of 378 companies. 

Whereas 71.7% of these compa- 
nies plan better plant layout, for 
example, and 65% better plant 
housekeeping, the magazine will 
show, only 26.2% plan to develop 
new distribution channels, 26.2% 
more sales training, and 27.9% 


market research, 

Although nearly half (49.9%) 
of the companies will introduce 
better personnel management, only 
35.2% intend to place more em- 
phasis on customer relations, and 
only 15.9% on public relations. 
Closer sales control is planned by 
29.2%. On the physical distribu- 
tion side, 15.5% plan more ware- 
house stocks and 12% relocated 
plants and/or warehouses. 


36% Plan New Products 


Completely new products will 
made by 36.5% of the 388 
manufacturers replying, while 
43.4% intend to re-design present 
products, and 40.7% will use new 
materials. One-third of the com- 
panies (33.9%) will adopt new 
packaging. Twenty-four per cent 
plan fewer and 21.4% more styles 
or models, 


Despite the relative lack of new 
sales plans, 97.2% of the company 
executives who replied believe 
that the postwar national income 
will be as great or greater than 
the $120 billion of 1941, Modern 
Industry will say. Specifically, 
55.4% are basing their plans on 
a national income of $120 billion, 
29.7% on an income of $151 bil- 
lion (the 1942 level), and 12.1% 
on an income equal to the 1943 
level. The others did not answer 
this question. 


North Joins Picard 


John H. North, recently sales 
and advertising manager of the 
Acme Shear division of Acme 
Bridgeport Company, has been 
appointed manager of the agri- 
cultural department of Picard Ad- 
vertising, New York. ° 
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Strike Halts 
Delivery of 14 
New York Papers 


(Continued from Page 1) 
3% of pay rolls to be paid by the 
publishers. 

The publishers, however, assert 
that previous raises bring wages 
up to the level permitted by WLB 
and contend that the union’s fail- 
ure to supply enough men to do 
the work properly is the reason 
for so much overtime now re- 
quired. Presumably more men on 
the job would cut down Sunday 
and overtime work. 


Sales 10% of Normal 


Circulation-wise, most of the 
strike-bound papers seem to be 
averaging a sale 10% of normal. 
In view of the fact that customers 
had to journey to the plant and 
cross a picket line, these sales were 
viewed as something of a phenom- 


enon by members of the trade. 
The Times and the Daily News 
benefited by virtue of their con- 
venient midtown location, and the 
downtown papers suffered accord- 
ingly. 

PM’s circulation soared to 500,- 
000, almost triple its normal 
170,000 daily and 200,000 Sunday 
average. The paper told ApDvVER- 
TISING AGE that it was using quota 
savings from previous quarters 
but that continuance of the strike 
beyond Sunday would see PM re- 
verting to normal circulation. PM 
carries no advertising. 


Sells 70,000 Copies 


The Times, with a circulation of 
449,000 daily and 817,000 Sunday, 
was selling about 70,000 copies 
carrying advertising. All inser- 
tions were ordered and billed at 
the regular rate, but there will be 
a review made at the end of the 
strike. In addition to the over- 
the-counter sales, an additional 
40,000 daily and 80,000 Sunday 
subscription copies were being 
printed. The latter are being stored 
in the plant until they can be 
moved to the post office. 

There has been a _ substantial 
dropping off of advertising, but 


the Times feels that the savings in 
newsprint will eventually prove 
to be a boon due to the large 
backlog. The tonnage which nor- 
mally goes to circulation can now 
go to advertising, according to J. 
W. Egan Jr., Times’ advertising 
manager. 

The News, circulation about 2,- 
000,000 daily and 3,700,000 Sun- 
day, was selling 100,000 24-page 
copies in the building. No adver- 
tising of any kind was carried. 
The Herald Tribune carried no 
display advertising and printed an 
18-page edition running to 25,000 
copies. Its normal daily circula- 
tion is 350,000. 


Plates Made Up 


The Post and Bronx Home News 
suspended publication but the edi- 
torial staff continued to set the 
paper up as though it were printed. 
The plates were made up but not 
put on the presses, so that the 
papers insist they are not “sus- 
pended” but merely not publish- 
ing. 
The World-Telegram refuses to 
accept display advertising, and 
prints only legal and financial no- 
tices. Sales run to about 25,000, 
in contrast to a normal circulation 


SOB OHVSA VER... 


Around the world, year in 
and year out, the sugar indus- 
try is going full blast. Much 
heavy equipment is needed to 
keep the world supplied with 
sweets. This equipment varies 
in type from the huge stearn 
and electric plants to the hun- 
dreds of electrical motors and 
pumps which keep the sugar 
industry humming. Many 
other items are needed, such 
as heat exchangers, evapora- 
tors, pumps, hoists, conveyors, 
trucks, cane cars and carts, 


Diesel locomotives and trac- 


tors. This is but a part of the 
heavy equipment necessary in 
producing the world’s sugar 
supply. 

“SUGAR” is the only pub- 
lication reaching this world- 
wide profitable market, both 


in the cultivating and process- 


eee . 7 
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ing fields. “SUGAR” reaches 
the top purchasing personnel 
on large plantations and in 
processing plants throughout 
the world. These are the men 
you want to reach and sell. 
They are placing immediate 


and future orders now. 


DPW, AFFILIATED 
Sua) PUBLICATIONS 


SABRE SUGAR 
SUGAR REFERENCE BOOK 

EL CATALOGO AZUCARERO 
EL MUNDO AZUCARERO 
DIESEL PROGRESS 

DIESEL ENGINE CATALOG 
WORLD PETROLEUM 
PETROLEO DEL MUNDO 
PETROLEUM WORLD 


REX W. WADMAN 
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MAY NEWSPAPER LINAGE CHARTED—Media Records’ 


measurement of 


May newspaper linage in 52 cities shows the financial classification way ahead 
of the others with a gain of 38.4 per cent, compared with May, 1944. Retail, 


alse on the plus side, gained 3.3 per cent, 


In the Jan. |-May 31 period finan- 


cial is the only classification showing a gain, with total advertising rating a 


2.2 per cent loss as compared with 


the five-month period a year ago. 


of 350,000. 

The papers were not affected 
advertising-wise as much as they 
might have been due to the holi- 
day, when advertising always is 
light and the fact that only the 
— papers publish on holi- 

ays. 


‘Newsday’ Helps Out 


Apparently the newsprint short- 
age restrained the suburban papers 
from capitalizing on the strike, 
because most of them assert they 
“are not interested in the affair.” 
Newsday, a Long Island paper 
which usually devotes all but four 
pages to local news, enlarged its 
coverage of metropolitan news. 

PM, too, attempted to cover the 
news in the other papers and pre- 
sented capsule versions of the edi- 
torials, headlines, columns and 
comics. Most amusing sidelight on 
the strike were PM’s condensation 
of the comic strips. 

Although newspapers were not 
available through the regular 
channels, there were always in- 
dividuals who found ways to sell 
papers—at a price. Sunday edi- 
tions of the Times were being 
hawked by bellhops in one of New 
York’s best hotels for $1.50 a copy 
(regular price—10 cents). The 
Daily News, priced at two cents, 
was being sold on street corners 
on a take-it-or-leave-it basis for 
a dime. 


Take to Radio 


Local radio stations throughout 
the metropolitan area have gone 
all out to give the public as many 
news periods as possible, at the 
same time benefiting from the 
strike with more new business 
than they can handle. 

At least six of the 14 papers 
affected by the strike have turned 
to radio to keep the public in- 


formed of world news and to give 


daily service to the readers unable 
or unwilling to go in person to the 
various newspaper offices for 
copies. 


Adopts ‘Emergency’ Newscasts 


WQXR, owned by the Times, 
is carrying “emergency” quarter- 
hour news periods every morning, 
as well as spot announcements 
calling attention to those programs 
and announcing that copies may 
be purchased at the main office of 
the Times. That paper, which nor- 
mally presents news on WMCA 
every hour on the hour from 8 
am. to 11 p.m., has increased 
morning periods to five minutes. 

The Journal-American is buy- 
ing three quarter-hour news spots 
daily on WJZ, and daily half- 
hours on WOR. And for the dura- 
tion of the strike, the World-Tele- 
gram is using 3:30-3:45 p.m. every 
day on WMCA. The Post is “pub- 
lishing by air” on WLIB, Brook- 
lyn, the station it owns and oper- 
ates. Presenting “New York Post 
of the Air,” the newspaper offers 
not only news, but also coverage 
of features and all comic strips, 
every day at 12 noon, 4:30 and 7 
p.m. 


WNYC Reads Comics 


The comics are being read daily 
on WNYC, New York’s municipal 
station, the idea having been 
started July 1 by Mayor LaGuar- 
dia on his regular program. WNYC 
is broadcasting other features 
from the papers, including edi- 
torials and syndicated column 
contents. 

The Daily News has increased 
news periods on WNEW to every 
half-hour and covers features 
from the woman’s page as well as 
comics, 

Largest group of new advertisers 
for radio during the strike is the 
motion picture field, with such 
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for the first time 
since December 1942... 


we are accepting new accounts. 

To a few carefully-chosen clients 

we offer the same intensive 

planning, know-how, and follow-thru 
which have produced such a remarkable 
record of results ... including 


the two outstanding 


drug-product 


successes of the past 9 years. 


RAYMOND SPECTOR COMPANY, INC. 


Advertising Agency 
595 Madison Ave. « 


New York 22, N. Y. 
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companies as Paramount, RKO, 
20th Century-Fox and Loew’s 
buying as many spot announce- 
ments and participations for cur- 
rent pictures as the stations can 
supply. Legitimate theaters have 
been promoting plays and local 
department stores, including 
Hearn’s and R. H. Macy & Co., 
are using radio in lieu of usual 
newspaper ads. 

WABC, as a public service, has 
canceled two regular program 
periods daily to present highlights 
and summaries of news and fea- 
tures in the newspapers, with 
transcripts of the broadcasts de- 
livered to each publisher after the 
programs are off the air to show 
that “the programs are being 
broadcast without prejudice to 
either side.” WHOM is distribut- 
ing free to 23 restaurants, cafe- 
terias and hotel dining rooms in 
the Central Park area brief head- 
line bulletins from its newsroom 
so luncheon guests can keep up 
with the news. 


Latin American 


Gold Hoard Gains 


4 Times Since ‘39 


New York, July 3.—Gold and 
foreign exchange holdings of the 
20 Latin American countries—the 
wherewithal to make them better 
customers for United States prod- 
ucts—nearly quadrupled between 
Dec. 31, 1939, and May, 1945, Busi- 
ness Publishers International Cor- 
poration points out in an “Inter- 
national Confidential Bulletin.” 

The total rose from about $959,- 
000,000 on Dec. 31, 1939, to $2,591,- 
000,000 on Dec. 31, 1943, to $3,- 
367,898,000 in May of this year, 
the company estimates. The 1939 
figure, however, does not include 
Honduras, Nicaragua, Panama and 
Paraguay, and the 1943 figure does 
not include Honduras. 


Argentina’s Holdings Largest 


Argentina’s holdings were much 
the largest of any of the countries 
in each year, rising from $592,- 
000,000 in 1939 to $941,000,000 in 
1943 to $1,350,000,000 in 1945. 
“The exact Argentine total, as of 
Dec. 31, 1944,” BPIC says, “Has 
been revealed as including gold at 
home and abroad of m/n (moneda 
nacional) $3,373,000,000 and for- 
eign exchange holdings of m/n 
$1,406,000,000. The total of these 
amounts — m/n_ $4,779,000,000 — 
was the equivalent of approxi- 
mately U. S. $1,200,000,000.” The 
Argentine peso is worth about 25 
cents United States money. 

Brazil’s holdings for the three 
periods were given at $67,000,000, 
$525,000,000 and $570,000,000. “Fi- 
nancial authorities speculate on 
Brazil’s total holdings as ranging 
anywhere from $550,000,000 to 
$815,000,000,” the bulletin ex- 
plains. But the $570,000,000 esti- 
mate “certainly does not overstate 
the actuality.” 

Cuba’s total is estimated to have 
risen from $22,000,000 in 1939 to 
$320,000,000 this year; Mexico’s 
from $34,000,000 to $315,000,000; 
Uruguay’s from $75,000,000 to 
$170,000,000; Columbia’s from $26,- 
000,000 to $147,000,000; Vene- 
zuela’s from $52,000,000 to $140,- 
000,000 and Chile’s from $36,000,- 
000 to $100,000,000. 


Maritza Names Madison 


Countess Maritza Cosmetic Com- 
pany, New York, maker of Eau de 
Toilette and Mating Time cologne, 
has appointed Madison Advertis- 
ing Agency, New York, to handle 
its advertising, Newspapers, maga- 
zines and business publications 
will be used. 


“the little\ 
magazine 
with the big 
audience” 


Liquor Wholesaler 
Tells Taverns Why 
They Must Behave 


Milwaukee, July 3.—Tavern 
owners in this market, 3,150 of 
them, have begun receiving mail- 
ing pieces from the Franklin 
Liquor Company, wholesale dis- 
tributors here, stressing the im- 
portance of “running a clean, or- 
derly place of business.” 

Prepared as a good-will piece 
by Franklin, the letterhead-size, 
two-color cards contain no sell- 
ing copy. Each features an illus- 
tration and copy stressing the dan- 
ger to the tavern owner’s business 
in serving liquor to minors, serv- 
ing customers after legal closing 
hours, serving intoxicated cus- 
tomers or serving war workers 
who should be on their jobs. 

All the pieces contain boxed 
statements concerning the unceas- 
ing activity of prohibitionists both 
nationally and in Wisconsin, and 
emphasize how tavern owners 
can blunt the work of drys by 
conducting their business in a 


respectable manner. Each piece 
also urges the operators to save 
cartons and wooden cases to help 
meet the container shortage. 


BARKEEPS TOLD HOW 
TO SERVE VETERANS 


New York, July 3.—To help 
liquor retailers meet the problem 
of how best to serve the battle- 
weary or wounded veteran, Sea- 
gram-Distillers Corporation is dis- 
tributing 250,000 copies of an 
eight-page booklet, “Tips on Serv- 
ing the Veteran.” 

The brochure, prepared by the 
American Theater Wing Service, 
Inc., deals largely with the correct 
civilian attitude toward the vet- 
eran, an attitude which can be in- 
fluenced by the bartender with 
proper precaution. 

Number one on the list of sug- 
gestions is “make the veteran feel 
at ease in old, but suddenly new 
surroundings—by helping the vet- 
eran, and the wounded man es- 
pecially, to avoid awkward and 
embarrassing situations.” 

In addition to the list of do’s 
and don’ts, the booklet offers a 
list of places of referral to help 


veterans with their problems. 

The booklet will be promoted 
in advertisements in 31 business 
papers during May and June, 
through Warwick & Legler, Inc., 
New York. 


Allied Liquor Group 
Plans lst Yearbook 


The research and statistical bu- 
reau of Allied Liquor Industries 
will soon release the distilling in- 
dustry’s “first yearbook,” to be 
called “The Distilling Industry— 
Facts and Figures—1945.” The 
book will include an analysis of 
the recent beverage resumption 
periods permitted the industry 
during the war years; an interpre- 
tation of seasonal trends in pro- 
duction; statistics on the indus- 
try’s raw material, and data on 
retail distribution, licenses, etc. 

A special section will be devoted 
to the industry’s war alcohol con- 
tribution and its importance to the 
synthetic rubber program. ALI is 
also releasing “A Stitch in Time,” 
a booklet describing how one IIli- 
nois wholesaler lined up his sales 
force behind the idea. of getting 
tavernmen to sponsor the ALI 


community relations advertising 
program. 


Masland Rugs Prepares 
At Home’ Campaign 

Beginning with the Oct. 14 is- 
sue of The American Weekly, C. 
H, Masland & Sons, Carlisle, Pa., 
will introduce its fall campaign 
for rugs and carpets based on the 
happy domestic scenes anticipated 
when young couples will once 
more be “At Home.” 

Color pages will appear in House 
& Garden and House Beautiful, 
as well as in The American 
Weekly. Reproductions of the 
paintings by illustrator John 
Ganum, used in the campaign, will 
be available to dealers for store 
display. Anderson, Davis & Platte, 
New York, is the agency. > 


Amsco Account to Martin 


Amsco Wire Products Company, 
Ridgefield, N. J., maker of ma- 
chined parts, shafts and tool 
blades, has appointed George 
Homer Martin, Advertising, New- 
ark, to handle its account. 


interpretations are readily grasped and long retained. 
For many years, The Jam Handy Organization has 
been privileged to serve outstanding American busi- 
ness leaders in the preparation of visual aids designed 


to get ideas across to audiences large or small. 
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The salient points of programs presented with visual 


7é 1AM HANDY 


NEW YORK 


* WASKINGTON * 


.e 


DETROIT * CHICAGO * DAYTOM * LOS ANGELES 


Ga a a eee 


"SKILLED, SPECIALIZED PERSONNEL 
SERVES ALSO IN THE DEVELOPMENT OF— 
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BMB Reences 
New Research 


Committee of Nine 


New York, July 5.—The ap- 
pointment of a technical research 
committee made up of representa- 
tives from the Association of Na- 
tional Advertisers, the American 
Association of Advertising Agen- 
cies and the National Association 
of Broadcasters to advise the 
Broadcast Measurement Bureau 
on research methods and tech- 
niques was announced today by 
Hugh Feltis, BMB president. Eight 
of the nine members of the com- 
mittee have accepted the appoint- 
ments, and the third representative 
for the broadcasters will be an- 
nounced shortly. 


Halverstadt Named 


Representing the advertisers are 
A. N. Halverstadt, media director, 
Procter & Gamble Company, Cin- 
cinnati; Frederic G. Berner, as- 
sistant to the president, G. Wash- 
ington Coffee Refining Company, 
Morris Plains, N. J., and Robert 
F. Elrick, director of advertising 


and market research, Quaker Oats 
Company, Chicago. 

For the agencies, the committee 
members are Frederic B. Manchee, 
vice-president in charge of re- 
search and marketing, Batten, 
Barton, Durstine & Osborn, New 
York; William R. Farrell, vice- 
president and research director of 
Benton & Bowles, New York, and 
W. J. Main, president and research 
director, Ruthrauff & Ryan, New 
York. 

The two representatives for the 
broadcasters named to date are 
Edward F. Evans, research man- 
ager, American Broadcasting Com- 
pany, and Barry T. Rumple, direc- 
tor of research for the NAB. 

The committee will hold its first 
meeting later this month, at which 
time it will discuss such prelimi- 
nary issues as the size of the 
sample and specific coverage prob- 
lems in the four cities of New 
York, Los Angeles, Detroit and 
Chicago. 


Lists 517 Subscribers 


At an executive committte meet- 
ing of the BMB board earlier this 
week, the advertising industry re- 
lations group reported 517 sub- 
scribers to the plan with total sub- 


AUTOMOBILE LINAGE—lovely stuff— 
is starting to loosen up. How much 
you gonna want? 


Think about Chrysler a minute. 
Can you cover Plymouth, Dodge, 
DeSoto and that Chrysler Division 
the way you'd like to? All the time 
of all the guys you should get to 
see ... and get to listen? 


And how much bench-squatting 
can you afford at Ayer, at BBD&O, 
at McCann-Erickson, at Ruthrauff 
& Ryan? You have lots and lots 
of competition for this business! 


These five advertising magazines 
can supplement your personal, 
primary selling with one or more 
regular calls, week by week, month 
by month, on 27 important Chrys- 
. . policy makers, 


ler executives . 


ie asi ail 


‘Going crazy over 
mew cars? 


ADVERTISING & SELLING + PRINTERS’ INK 
SALES MANAGEMENT + TIDE 


—_ ae 


divisional sales heads, advertising 
managers, parts and export people, 
field men, etc. 


Yes, these men have one or more 
paid subscriptions to these five 
specialized magazines. 


To cultivate the agency side, you'll 
find 115 paid subs at Ayer, 119 at 
BBD&O, 167 at McCann, 118 at 
R&R. Covering manpower of this 
calibre—Batten, Bootman, Collins, 
Dunning, Hansel, Jordan, Duffy, 
Lawrence, Manchee, Pryor, Spier, 
Osborn, Atwood, Briggs, McCann, 
Madden, Bruns, Gordon, Grady, 
Grauer, Groesbeck, Larkin, Littel, 
Ryan. 


Where else SO MUCH ... for so 
relatively little? 


* ADVERTISING AGE 
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scriptions amounting to $769,000. 
First assessment on the stations 
is $104,885, Mr. Feltis said, with 
billing operations already under 
way. BMB is currently planning 
a booklet revising the original 
presentation of the measurement 
plan and outlining for stations, 
agencies and advertisers exactly 
how it will operate. 

John K. Churchill, recently ap- 
pointed BMB director of research, 
and Paul F. Peter, executive sec- 
retary, described the involved pro- 
cedure necessary before the actual 
ballots, probably totaling 1,000,000, 
can be mailed. BMB hopes this 
mailing can begin in the spring 
of 1946, and that final results can 
be tabulated for release by De- 
cember, 1946. 


British Product 


Advertising Gains 


London, June 18. — Although 
government advertising dropped 
off 10% during the first quarter 
of 1945, product copy in British 
newspapers, magazines and trade 
publications. made up for almost 
all the loss. 

Food products and patent medi- 
cines led the way in stepping up 
ad expenditures during the period, 
according to figures recently pub- 
lished by Statistical Review. The 
government’s investment in ad- 
vertising space declined from 
£404,291 to £363,485 during the 
first quarter of °45. The value of 
all publication space used for ad- 
vertising is estimated at £3,575,612, 
1.8% below the comparative 1944 
total, £3,643,338. (The British 
pound corresponds roughly to $4 
in American funds.) 

Britain’s National Savings Com- 
mittee, which led in government 
advertising, accounted for £111,673 
during the quarter, compared with 
£137,838, while the Ministry of 
Food invested £102,306 in ad space, 


POSTER PRIZE WINNERS—The 7th annual poster award contest sponsored by 

Walker & Co., Detroit outdoor advertising concern, in which prizes totaling 

$670 were presented to students of Detroit intermediate, technical and com- 

prehensive high schools, produced these winning war theme designs. The com- 

prehensive school students’ work is shown at the left, and the technical 
students’ at the right. 


compared with £118,673. Lesser 
amounts were spent by the Min- 
istries of Fuel and Power and 
Agriculture, Board of Trade, Brit- 
ish Railways, and government can- 
teens. 


Food Products Lead 


Among 21 manufacturers who 
took more than £10,000 worth of 
space during the quarter, nine 
sell food products, eight patent 
medicines, two soaps, one tires and 
one bicycles. Oxo and Bovril beef 
extracts led the entire list. 

During 1944, Statistical Review 
estimates, food and drink prod- 
ucts accounted for 28% of the 
total advertising expenditure, £2,- 
811,471 of the £10,008,692 total. 


Patent medicines spent £2,278,289, 
or 22%; toilet and beauty prepara- 
tions, £1,147,751, or 11.5%; and 
household articles, £1,088,969, or 
almost 11%. Smokes and tobacco, 
formerly big spenders, represent 
only 4%, with £407,459, and wear- 
ing apparel accounted for 7.5%, 
or £752,624. 

Of the 1944 total, London morn- 
ing and evening newspapers were 
credited with £2,310,664, or 23%; 
national newspapers, £820,173, or 
8.2%; provincial dailies, £2,057,- 
150, or 20.5%; provincial and 
suburban weeklies, £1,103,378, or 
11.6%; magazines, £2,970,884, or 
29.6%; and technical and trade 
papers, £746,443, or 7.4% of the to- 
tal figure. 


JKFH 


> vo 


..TO A $125,000,000 OIL MARKET 


Just because Wichita has become the great midwest aviation center, 
don’t overlook the fact that Wichita is also the capital of one of 
the large oil producing areas in America. They took 100,714,704 
barrels of liquid gold out of the ground in Kansas, in 1944—and 
turned it into more than $125,000,000 of hard cash...a large part 
of which went directly ineo payrolls and purchasing power. And 
your sales pipe-line to this Wichita Market is that selling station, 
KFH-—the sales producer of a great oil production center. 


* 


You won’t be “wild 
catting”’ when you 
address your sales 


message to Kansas’ 
Richest OIL Market. 


SON 


THAT SOLID 
KANS./ £ 
de 4 


WICHITA oie 


CBS « 5000 WATTS DAY & NIGHT 
CALL ANY PETRY OFFICE 
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Ford Launches Bid 
for Supreniacy in 
Low-Priced Field 


(Continued from Page 1) 
pany officials believe, by several 
factors: 

1. More than 93% of its prewar 
— organization remains in- 
act. 

The approximately 6,000 Ford 
dealers were orobably never in 
better financial shape, nor their 
sales and service facilities in bet- 
ter physical condition, as one re- 
sult of a dealership modernization 
program put under way recently 


Expands Sales Setup 


2. Expansion of the company’s 
sales structure, already inaugur- 
ated in the home office, will estab- 
lish the Lincoln, Mercury and 
Ford car and truck sales divisions 
as individual entities. Wherever 
possible, separate dealerships for 
each car will be instituted. The 
new divisions will extend into 
the six sales regions where sepa- 
rate districts sales offices will be 
maintained for the three lines of 
cars, 

3. Ford is establishing, for the 
first time, a distinct sales promo- 
tion division at the home office. 
This is expected by the company 
to play an important part in its 
postwar sales program. 

4. A nationwide training pro- 
gram, being developed for sales- 
men, new Ford dealers and deal- 
ers’ sons, is designed to help deal- 
ers achieve the “most modern and 
efficient retail operation possible.” 


Plans New Assembly Plants 


As part of its $150,000,000 post- 
war program, in addition, Ford 
will construct four new assembly 
plants, two of them at St. Louis 
and Atlanta. This will mean a 
separation of Ford and Mercury 
assembly throughout the nation 
and combining Mercury produc- 
tion with Lincoln output. Assem- 
bly of the latter car outside the 
Dearborn-Detroit area for the 
first time was decided upon be- 
cause of the expanded Mercury- 
Lincoln line and the anticipated 
postwar market, Ford spokesmen 
say. , 

Branch plants of prewar _ vin- 
tage, meanwhile, are either being 
prepared now for early auto out- 
put or expecting early termination 
of war contracts. It is likely that 
only two (both on the West 
Coast) of Ford’s 13 branch plants 
will not be available for civilian 
production until after the Pacific 
war. 


Other Models Under Wraps 


The automotive “battle of the 
century” has not yet been joined, 
however. Chevrolet and Plymouth 
have revealed no 1946 models. 
But prewar sales figures for the 
three leaders in the low-price car 
bracket show how the fight has 
been brewing. : 

In the ll-year period, 1931 
through 1941, Chevrolet topped 
Ford in domestic sales every year 
except 1935. Twice during the 11 
years, in 1934 and 1937, Chevrolet 
led Ford only by extremely slim 
margins. Plymouth, a consistent 
third, showed promising increases 
in the ratio of its sales to the 
other two makes, particularly in 
the four peacetime years. Spec- 
tacular gains in the light-car field 
also were made during this period 
by the Studebaker “Champion” 
and the Nash “600.” 


Hudson Lines Up Dealers 


Hudson Motor Car Company’s 
“outstanding postwar cars” will 
be sold by one of the most ag- 
gressive dealer organizations in 
the company’s 36-year history, 
George H. Pratt, general sales 
manager, told ADVERTISING AGE. 
He has returned from conducting 
several of the dealer conferences 
now being held. ; 

“Hudson Will Be Ready” is the 
theme of the program, which out- 
lines opportunities dealers will 
have to obtain a larger share of 
the postwar new-car market. 

Meanwhile, predictions of higher 
prices for new cars were borne 
out by Henry Ford II, executive 
vice-president of Ford, at a press 


conference today. He said the 
company intends to ask for sub- 
stantial increases in prices. Mr. 
Ford pointed out that labor costs 
are up 25% and that the cost of 
materials has not yet been en- 
tirely determined. He added that 
the first Fords will be stored un- 
tile OPA agrees on a price for- 


a. 

Now that their “volume car’ is 
in production, company officials 
promised new 1946 Mercurys 
within 30 to 90 days. Lincolns, 
however, will not come off as- 
semly lines for several months, 
they said. The first hand-made 
models of the 1946 Mercury and 
— Lincoln have already been 
built. 


Few Styles at First 


The °46 Ford cars eventually 
will be produced in six Super 
DeLuxe body styles and three De- 
Luxe styles, but only a few body 
styles will be produced at first, 
Ford officials said. Super DeLuxe 
models will include two and four- 
door sedans, a five-window coupe, 
sedan coupe, convertible coupe and 


station wagon. - DeLuxe models 
include two and four-door sedans 
and a five-window coupe. 

Five Mercury body styles will 
be produced. These will include 
two and four-door sedans, sedan 
coupe, convertible coupe and sta- 
tion wagon. However, the first 
Mercury cars to be made will be 
confined to three body styles. 
Others will follow as soon as fa- 
cilities permit. Lincoln output 
will begin with production of two 
models, the four-door sedan and 
the club coupe. 


CBS Gets ‘Grand Hotel’ 


Campana Sales Company, Ba- 
tavia, Ill., is moving “Grand Ho- 
tel” to CBS in October. The 
drama series, now on NBC, will 
be heard Saturdays, 2-2:30 p.m., 
CWT. It promotes Campana 
Balm, and will take over the pe- 
riod occupied by “Report to the 
Nation,” sponsored by Continental 
Can Company, New York. The 
latter will move to a Saturday 
night spot. Agency for Campana 
is Wallace-Ferry-Hanly Company, 
Chicago. 


Home Economics 
Forum Suggested 


as Public Service 


Chicago, July 3—A “home eco- 
nomics forum” properly sponsored 
by the newspaper was recom- 
mended recently as a successful 
substitute for the much-criticized 
“cooking school,” by J. H. Sawyer 
Jr., vice-president of Sawyer- 
Ferguson-Walker Company. 

A recently conducted survey of 
manufacturers and _ advertising 
agencies (AA, May 28) revealed 
considerable opposition to news- 
paper-sponsored cooking schools. 
Of 26 advertisers and agencies 
which responded, only five favor 
such a type of promotion, Mr. 
Sawyer said. Criticism centered 
on the newspaper’s habit of forc- 
ing the participant to run a certain 
amount of advertising linage, 
which is unfair to the large ad- 
vertiser who runs a_ schedule 
through the year regardless of 
special promotions. 
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The country is entering a serv- 
ice era and newspaper publishers 
should share in providing valu- 
able services to their communi- 
ties, Mr. Sawyer said. 

“The ordinary, tempor. pro- 
motional type of cooking school to 
get linage certainly doesn’t reach 
the leaders in the community,” he 
added, “but a home economics 
forum propertly sponsored by the 
newspaper would gain prestige for 
the paper and itst food pages.” 


Would Hold Monthly Meetings 


Home economics directors of 
large food and equipment com- 
panies could be invited as guest 
speakers at such a forum, to be 
held once a month, with home eco- 
nomics schools of universities also 
participating. Admissions could 
be charged, and brand promotion 
dropped, with the main effort de- 
voted to a community service job 
of educating and informing people 
about the buying, preparation, 
serving and meal planning of food 
and the use of equipment, Mr. 
Sawyer said. 


OUT OF TOWN BOYS 
MAKE GOOD 


Since 1938— Rockwood and Company*— nation- 
ally known for chocolate—has been building busi- 
ness in Baltimore over WFBR—Baltimore’s Big 


Home Town Station. 


Seven years on one station WFBR does register 
confidence—but with practical merchandisers such 


*Agency: Federal Advertising Agency, Inc. 


BALTIMORE TAKES CHOCOLATE 


as Rockwood and Company—it also spells results. 
And WFBR is noted for results. 


Remember the above facts when people start 
talking about RESULTS in Baltimore! Yes, if you 


want to know what to buy in Baltimore. . 


. buy what 


the successful home town boys, too, have always 


bought and are still buying . . 


NATIONAL REPRESENTATIVE — JOHN BLAIR & CO. + WEW YORK AND CHICAGO 
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ALONE 


“He seems to like to be left alone.” Re- 
peatedly that is the report from close relatives 
when asked about some returned soldier who 
went through a horrible experience in prison 
camp. Often much the same is said concerning 
men who were much in combat or long in the 
hospital. 


Certain very simple things appear in new 
values as the servicemen regain their home 
land. They crowd about the water cooler or 
drink milk by the gallon. And many of them 
crave the healing power of periods of solitude. 


Until this conflict had begun to affect most 
of the population, whether in uniform or not, 
only a small proportion knew what it was like 
to be crowded. Those inducted found out quick- 
ly. Space in barracks, in tents or below decks 
was always so limited that there was seldom an 
inch to spare. Men who had been sociably in- 
clined now began to wish themselves on a moun- 
tain top or in a forest all alone. The members 
of their outfit might be the finest fellows in the 
world, but there were so many of them, and 
they were always there. Many a case of AWOL 
began with an intense desire to be alone for a 
time. » 


The civilians, those who have doubled up with 
older relatives or friends, have come to realize 
the blessedness of having only one family in a 
residence, be it house or apartment. When home 
building really gets started, the demand for 
little houses, each on a separate plot of land, 
is likely to be amazing. 


There was a long period in the earlier days 
when personal isolation was regarded as rather 
hard to bear. That was a reason for building in 
smail towns close to the public road in front. 


BY ONESELF 


Not many pedestrians or vehicles would pass, 
but those within the house liked to be in a posi- 
tion to peek out and see. 


There was an over-supply of solitude which 
created a craving for companionship. When the 
towns began to grow into cities, few objected 
to having the houses close together. The build- 
ing of multi-family dwellings was chiefly a mat- 
ter of economical construction but in some de- 
gree was the continuance of an early impulse 
to draw together. 


Now comes a revulsion. The world, and also 
our fellow creatures, is too much with us. The 
great cliffs lining streets on Manhattan Island 
are occupied, at high rentals, by those who for 
one reason or another find it necessary or de- 
sirable to live within reach of metropolitan 
subways. But that does not mean they can stand 
it during the entire year. Right now the shades 
are being pulled down, dust covers are draped 
over the furniture and those who can afford it 
are going off to Summer quarters where the 
place is bigger than the people. They may not 
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Since 1891 Uncle Dudley has signed the 
clear, common-sense editorials of the Boston 
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and reflect the character of the GLoBE, but he 
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be exactly seeking solitude but they desire less 

congestion. 


In New York City a very successful work has 
been in progress in the readjustment of boys 
who have gotten into trouble with the law. 
Prominent in the treatment of such cases is 
arranging so that each of these boys has a 
small room to himself. The results have been 
very satisfactory. Many a boy has “found him- 
self” by having the opportunity to do so. 


We human creatures need a balanced diet for 
our spirits. Part of it is to be had in society, 
with helpful and stimulating contacts with 
others of our kind. Schools, clubs, organizations 
and also families provide such relationships. 
But we also need a good deal of solitude, often 
more than most people guess. 


It is not only the men who have seen the hor- 
rible sides of war but also countless others. 
There are husbands who need time off, both 
from their wives and from the “gang” at the 
lodge or in the office. The same may be said on 
the distaff side. Housewife and mother could 
do with several weeks away from everybody, 
including husband and children, and return 
refreshed. 


While consideration is being given to im- 
proving the lot of humanity, attention should 
be allowed to dwell on the need for, one might 
say, ‘a spot of solitude.” Six or seven decades 
ago even one week of vacation was considered 
out of the question in many offices and shops. It 
is different now. There should be reason to hope 
that the value of being occasionally ‘alone by 
oneself” will gain wide appreciation. Many 
great figures of the past have proved it. Lesser 
tolk may need it more. 

UNCLE DUDLEY. 
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Advertising Age, July 9, 1945 


| PHOTOGRAPHIC REVIEW 
OF THE WEEK 


WATCHING IKE—Executives of Standard Oil Co. of New Jersey and WNBT, 
NBC's New York television station, gather to watch a video showing of Gen. 
Eisenhower's reception, as presented under sponsorship of Esso Marketers. 
Seated, left to right: R. N. Keppel and A. Clarke Bedford, both Standard Of, 
and F. H. Skehan, Colonial Beacon Oil. Standing, usual order: B. A. Swedish, 
Colonial Beacon; J. F. Johnson, oil burner sales; E. F. Phillips, G. D. Donald 
and R. M. Gray, all Standard Oil; H. C. Marschalk, Marschalk & Pratt, Esso 
ageacy, and R. L. Brickey, Colonial Beacon, 


EXTACEE SYMBOGL—At a reception 

held by Extacee, Inc., division of Van- 

ity Fair Mills, Montague H. Hackett of 

M. H. Hackett Co., New York, and 

Mario Korbell view the latter's statue 

which will be used as the symbol of 
Extacee lingerie. 


ACHIEVEMENT—The San Francisco Adclub's special award for outstanding 
achievement in war theme advertising is presented by Howard Willoughby, 
left, of the club's victory advertising committee, to Joseph Geldie, president, 
Ranier Brewing Co. Ray Randall, center, manager of the San Francisco 
office of Buchanan & Co., Ranier agency, witnesses the presentation. 


"and her kitchen : 
‘will be all 


Pe 


es ae y NEW LABEL—Officials of B-| Beverage Co., St. Louis, approve the design 
for one of a series of 24-sheets featuring the revised B-! label. Left to 


r : ‘ “& if é “> a : ¢ 
ae oe ue BEE vgs £ 
ws ky & :. (: th Uf Cag 
~aff By ¥ ay ra MO CE av: right are: Frank Becker, sales manager; Evlyn McKenna, ad director, and 
a ud ” mee Ae S Earle A. Meyer, president. 


: MONARCHS —The Industrial Editors 
ee. : Association of Chicago picked this 
YOUR MUNICIPAL DEPARTMENT OF WATER AND POWER 


King and Queen of Industrial Editors 
from 31 prize winners in the associa- 
tion's annual contest. The Queen is 


PROMOTES ELECTRIC KITCHEN—In preparation for the expected return of 


electric appliances, the Los Angeles Department of Water & Power is using 

this June bride poster in its area to promote the electric kitchen idea. 

Buchanan & Co., Los Angeles, prepared the poster, and the art work is by 
Ren Wicks. 


Winifred Clifton, editor of Acme News, 
Acme Steel Co., and the King, Charles 
J. Morse, editor of Gas News, Peoples 


Gas Light & Coke Co. 


THEYRE COUGH DROPS TO YOU. 
"a SWELL CHEWING GUM TO ME ie 


TOP Q 


BONDHOLDERS—At the recent installation of new officers of the Advertis- 
ing Club of Los Angeles, Irvin Borders, vice-president, The Joe Parrett Co., 
retiring president of the club, seated at left, presented a $20,000 club check 
for war bonds to incoming president Edward Mills, center, vice-president of 
Van de Kamp's Holland Dutch Bakeries. The others are Roy S. Kellogg, man- 
aging director of the club, standing at left; John R. Christie, ad director, Citi- 
zens National Trust & Savings Bank, new 2nd vice-president, and F. R. Kerman, 
seated, right, vice-president, Pacific Mutual Life Insurance Co., the club's new 
vice-president. 


- MEDICATED CHEWING GUM. 


DOUBLE ACTION—Cough-lin's double-action chewing gum cough drops will be advertised in railroad, subway and surface 
d cars throughout the eastern United States and three Pacific states in this new car card, being placed by Gum Products, Inc., 
y, Boston, through Bennett, Walter & Menadier, Boston agency. 


ATTEND FRIGIDAIRE PRESS PARTY—At the New York showing of Frigid- 
aire's colored slides on frozen foods, staged at the Waldrof for magazine, 
newspaper and radio executives, are shown, left to right: Lee A. Clark, 
assistant general sales manager, Frigidaire division of General Motors; Charles 
F. Kettering, vice-president of General Motors, and Fairfax M. Cone, Foote, 
Cone & Belding, Chicago. Ellen Hess, managing editor of McCall's, New 
York, has her back to the camera. 


A JWT DETROIT MEETING—J. Walter Thompson Co. men from the agency's 10 U. S. offices serving Ford Motor Co, 
branches and dealers met in Detroit June 25-28 to talk over plans for localized advertising to tie in with Ford's national 
program. From left to right are: P. N. Berry, Detroit; O'Neill Ryan Jr., vice-president, New York; W. O. Thorniley, Seattle; 
Earle Hildebrand, Los Angeles; L. H. Stormont, New York; Clyde Rapp, Dallas; T. R. Paulson, Atlanta; Victor C. P. Dreiske, 
Chicago; C. R. Curtis, Atlanta; Wm. Brookins, Denver; L. J. Hannah, San Francisco; Norton Mogge, Los Angeles; S. J. Case, 
Detroit; H. T. Stanton, vice-president, Chicago, and H. T. Mitchell and George Reeves, vice-presidents, Chicago. 
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Count up the lot of them—321 in all—murderers, kid- 
nappers, gangsters, thieves, con men, forgers, arsonists, 
black marketers—their crimes are endless. 


Not one of them you’d like on an uncrowded streetcar 
some evening with your wife or daughter...or shuffling 
about in your neighborhood—day or night. 


Rewards for these men from all sources totalled 
hundreds of thousands of dollars. 


But they managed to stay on the loose—some of them 
for years—until two magazines ‘‘cracked down” on them 
...the two magazines of the- Macfadden Men’s Group 
which offered only a $100 reward for each of them—a 
mere $32,100 for the lot. But that small sum was to do a 
multi-million dollar job...not only in human lives saved, 


Two of the eight MACFADDEN PUBLICATIONS 


TRUE DETECTIVE . MASTER DETECTIVE 


The Measure of a Magazine's Worth Is Its 
Hold on Its Readers and Its Value to Society 


but in stopping the destruction and theft of millions of 
dollars worth of property. 


For these criminals are all out of harm’s way now—put 
where they belong—thanks to the keen-eyed and civic- 
minded readers who remembered the faces they saw in 
the monthly Line-Up of the magazines of Macfadden 
Men’s Group. The reports of these readers helped the 
authorities to close 321 dangerous careers in crime. 


* * * * 
Publications that steadfastly and tirelessly fulfill a great 


social purpose have a unique place in the esteem of 


their readers. 


That esteem is an important part of the advertiser’s 
franchise in the magazines of Macfadden Men’s Group. 


ol. 16, 


Ro 


RCA 
Kentucl 
backgro 
Unfortu 

yme € 
Derby | 
pedigree 


Any 
will tell 
with co! 
is wortl 
he happ 
Arcaro, 


PM pi 
comic st 
newspar 
thus pe 
service. 
work ut 
progress 
murder 


Paper 
quarter 
laxed, | 
whereab 
Swedish 
enigma 
Greta G 


British 
sist that 
when A 
pand the 
don. He 
believes 
trade. 


Talk o 
how, th 
prematu 
motorist 
chance t 
merely | 


British 
resented 
product 
minded . 
Ford’s be 
jokes abi 


“Imprc 
WSIX,” » 
Troubl 
games n« 
always s 


The Ci 
while on 
warm w 
Now and 
that abse 
grow fon 


Some s 
t beca 
Ing his s\ 
f Los Al 
ious sil 
itest 
What the: 


Wester 


moting a 


est amor 
‘nty of 
» certa 
Dly to 
ve to b 


_ Penn WV 


insu 
00 age 
Idren 1 

insur 
emake 
+ 


An Apv 
t says 
s shot 
everyb 
ll as 
ildn’t 
erts to 


‘sy - — 
~ | : , a : a : . 
— 
. en AS, ew ee 
es i Fi f f if ’ if 4 ‘ f ‘ ae 
© Ye Fae Hh sail lie 
| | hag ’ \S f a of 4 tf - fi ‘i i ify Rh, Es Sy / ,.* . 
| D tucer soca. Cee PY | 
. | f HESE 32\ cR “ anthit , ay v f f "4 ¥ had is ii J = , * 
/ 7 fi 2 : 7 y J ;, 3 y i A sai ie de ee? # | 
ee een Reon 3 fen : ae A Ke 7 7 # + ® Pa > - y ; : 
.y > = = es : g e i a 2 ee xs ; j 7 iy Bs Fa Up Vy), 4 @ f ee f 
; ~ Semen TTT Somes ees Boece, eee Ff i i f- lillie sas EA ad feu - “J if Fi, 
‘ om! Oe wee ee f sc reef ese Sete if ieee ff By, ; bh} 
A =i 5S go 2a = SeA Vg a, Wig yf, i) 1 tiga | 
P <= ee ff Ses eee Ney ci ; > TRE j iho ee : 
| a Oe ee og s / pe ‘ 
ee 2 27 am AN > | 
MRSS ey, / a 
; or 
a hy : fe 
eS ay 
; ym é ‘ 4 : "y . 
JAY ) 
ee 7 _ 
7 


